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ABSTRACT 
Introduction 
For years consumer sentiment regarding foreign as well as domestic products has 
been a topic of interest among researchers in both international business and 
consumer behavior (Schooler, 1965; Schooler & Wildt, 1968; Etzel & Walker, 1974; 
Bannister & Saunders, 1978; Bilkey & Nes, 1982). A concern for marketers is the 
development of concepts and measures that can be useful in assessing consumer 
attitudes and preferences for both domestic and foreign products (Netemeyer, 
Durvasula & Lichtenstein, 1991). One such concept is consumer ethnocentrism 
(Shimp & Sharma, 1987) that has been suggested as a me^s of differentiating 
consumer groups who prefer domestic goods over imported goods. Sbimp & Sharma 
(1987) developed aJT-itgm scale i.e. Consumer Ethnocentric Tendency Scale 
(CETSCALE) to measure this concept in the context of US. The more importance a 
person places on whether a product is made in his/her home country, the higher the 
ethnocentric tendency of that person exists. The implication is that knowledge of 
consumer ethnocentric tendencies could be used to help properly position products 
of foreign or domestic origin by customizing the marketing mix (Huddleston, Good 
& Stoel, 2001). 
It is well established that developed nations comprise an ever-shrinking part of the 
world's economy (Wilson & Purushothaman, 2003). Developing and transition 
economies represent the next great opportimity for global growth (Klein, Ettenson & 
Krishnan, 2006). With this shift comes the need for global managers to understand 
the attitude toward foreign goods among consumers in developing and transition 
economies as well. Today, Indian consumer has a great variety of products to choose 
from both the foreign as well as domestic markets. In such a scenario, it would be 
appropriate to examine the ethnocentric tendencies prevalent in an advanced 
developing country like India and that too especially among its thriving middle-
class. In fact, according to Rietman (1993), the middle-class is the key to understand 
India's consumer markets. 
Justification for Research 
Herche (1994) has suggested that there are consumer ethnocentric tendencies with 
regard to all of the marketing mix variables and these affect decisions on 
acceptability of imported products. Hence, one of the considerations that marketers 
must address when attempting to offer goods or services in lands other than their 
own is the level of consumer ethnocentrism that exists (Lindquist, Vida, Plank & 
Fairhurst, 2001). But despite its strong theoretical underpinnings and powerful 
implications for marketing practitioners, this research stream has seen relatively 
little application, notably as compared to the numerous 'country-of-origin' studies 
(Vida & Fairhurst, 1999). The present study is an attempt to bridge this gap and gain 
deeper insights into consumers' ethnocentric tendencies related to purchasing of 
foreign-versus India-made products so that practical marketing implications can be 
suggested. 
The need for the present study was also felt as there is dearth of literature on the 
subject in the context of developing nations. Only few empirical studies, and that 
too, based on very limited samples and few occupational groups have been reported 
in the context of countries like India, Bangladesh, Russia, China, and Pakistan 
(Klein, Ettenson & Morris, 1998; Bandyopadhyay & Muhammad, 1999; Ghose, 
2001a, 2001b; Pereira, Chin-Chun & Kundu, 2002; Anwar, 2002; Bawa, 2004; 
Upadhyay & Singh, 2006; Khan et al., 2007; Khan & Rizvi, 2008). Of these, only 
studies done by Ghose (2001b), Bawa (2004), Upadhyay & Singh (2006), and Khan 
& Rizvi ^ 0 8 ) have specifically focused on India. 
Shimp & Sharma (1987) and Netemeyer et al. (1991) emphatically suggested that 
further research would be necessary to validate the CETSCALE in other countries. 
Further, Douglas & Nijssen (2003) urged caution when using borrowed scales across 
borders without first testing their properties and their appropriateness in contexts 
different from the one in which the scale was developed. Accordingly, the 
dimensionality, reliability and validity of the CETSCALE have been examined in 
the context of India in the present research. 
The initial cross-validation research on the CETSCALE (Netemeyer et al., 1991) 
relied on student samples. Majority of researchers (Bawa, 2004; Upadhyay & Singh, 
2006; Khan & Rizvi, 2008) who have focused their research on India, have also 
primarily used the CETSCALE on student samples. However, Bawa (2004) took an 
additional group of material management professionals into consideration. In the 
light of the above, the present study has attempted to test the applicability of 
CETSCALE on seven different occupational groups viz, MBA Students, Defence 
& Police Persormel, Engineers, Doctors, Managers, University Teachers and 
Management Teachers. The available reported literature bears ample testimony to 
the fact that none of the previous studies have ever attempted to test the applicability 
of CETSCALE as also measure the prevailing levels of ethnocentrism specifically 
among these occupational groups in India. 
One of the antecedents of consumer ethnocentrism are the demographic variables 
(Han, 1988; Wall, Heslop & Hofstra, 1988; Wall, Liefield & Heslop, 1989; McLain 
& Stemquist, 1991; Herche, 1992; Good & Huddleston, 1995; Sharma et al., 1995; 
Vida & Plassman 1998; Nijssen, Douglas & Bressers, 1999; Orth & Firbasova, 
2002; Douglas & Nijssen, 2003). In this context, the researcher has tried to map the 
differences in the levels of ethnocentrism among the Indian respondents vis-a-vis 
various demographic variables. 
Few studies have used the CETSCALE to analyze the potential relationship between 
consumer ethnocentrism and consumer personality type (Marks & Tharp, 1990). In 
fact, no study was found that tried to particularly explore the relationship between 
consumer ethnocentrism and the Big Five Personality traits. Thus, the researcher has 
made an attempt, for the first time in India, to explore the relationship between 
consumer ethnocentrism and the Big Five Personality traits among the selected 
seven occupational groups considered for the study. 
Research Objectives 
The study broadly attempts to empirically investigate the level of consumer 
ethnocentrism prevalent among selected occupational groups in India. Keeping the 
same in mind, the following objectives were set: 
> To assess the unidimensionality of the CETSCALE in India across seven 
occupational groups, viz. MBA Students, Defence & Police Personnel, 
\ Engineers, Doctors, Managers, University Teachers and Management 
Teachers. 
> To refine and suggest modified unidimensional scales based on the original 
CETSCALE for each of the aforesaid occupational groups. 
> To assess the reliability and validity of the modified CETSCALES for each 
^ ofthe occupational groups. 
> To examine the relationship of consumer ethnocentrism with various socio-
C| demographic variables. 
> To examine the relationship of consumer ethnocentrism with Big-Five 
I Personality traits. 
> To compare the extent of consumer ethnocentrism prevailing in the 
occupational groups under study with that reported in other studies carried 
out in India and other parts ofthe world. [o 
Rationale for Selecting Occupational Groups 
The occupational groups that were selected for the present study were MBA 
Students, Defence & Police Personnel, Engineers, Doctors, Managers, University 
Teachers, and Management Teachers. As already discussed, previous studies have 
focused primarily on students and materials management professionals in India. 
Thus there was a need to assess the applicability of original CETSCALE vis-a-vis 
the aforementioned occupational groups. It should be noted that the occupational 
groups namely. Engineers, Doctors, Managers, Teachers are considered to be elite 
among professionals. However, owing to their varying levels of education and 
income, it was expected that they would exhibit differences in ethnocentric 
tendencies. It was thought proper to include MBA Students in the present study as 
they are the most oft researched group and the same would facilitate comparison of 
the findings with those of previous researches. Further, this group generally 
commands high salaries and are considered to be attitudinally affluent too. Another 
group of interest was that of the Defence & Police Persormel. They serve the nation 
and therefore, the feeling of patriotism are expected to be high in this group. Thus, it 
was expected that this group would exhibit the highest ethnocentric tendencies 
among all the occupational groups under study and would serve as a point of 
comparison. Another reason for considering these occupational groups was that 
Bawa (2004) in her study focusing on India had suggested that her findings need to 
be cross-validated on other samples. Further, the occupational groups under study 
deserve attention as they are the precursors for a thriving middle-class. 
The Methodology 
The main measurement tool was the Consumer Ethnocentric Tendency Scale 
(CETSCALE) developed by Shimp & Sharma (1987). The subjects in the sample 
were given a self-administered questionnaire that included the original 17-item 
CETSCALE (with references to the United States in the original scale replaced with 
reference to India). The respondents were asked to indicate their extent of agreement 
with various statements describing ethnocentric proclivities on a 7- point Likert_ 
scale (1 == strongly disagree, 7 = strongly agree). A TIPIjgale, (Ten- Item Personality 
Inventory) developed by Gosling, Rentfrow & Swan (2003) was adapted and 
administered on the respondents to measure the Big Five Personality dimensions. 
Modified Socio-Economic Status Scale (SESS) for Urban Area developed by 
Kuppuswamy's (1976) was used to determine the socio economic status of the 
respondents. Data related to demographics was also collected to generate profile of 
the seven occupational groups. The English version of the questionnaire could be 
administered on all occupational groups except for Defence & Police Persormel in 
case of whom Hindi translation of the questionnaire was used. 
The database was maintained using SPSS 15 Software Package. There were 1040 
responses in all from the seven occupational groups under study. Data cleanmg 
procedure was performed before proceeding with the analysis. The nature of the data 
necessitated the use of parametric tests viz. Independent Samples T-test, One-Way 
ANQVA (Malhotra, 2005; Aczel & Sounderpandian, 2006). Pearsoji correlation' 
statistic was also applied to determine the strength of association between two 
metric variables. The use of cross-tabulations, frequencies, descriptives has also 
been made at appropriate places. ^ 
Exploratory Factor Analysis (EFA) was performed to check whether all the 17 items 
*- . 
of the original CETSCALE load on a single construct. To determine if the data are 
likely to factor well, before proceeding with EFA, Kaiser-Meyer-Olkin (KMO) and 
Bartlett's Tests were performed (Malhotra, 2005). The reliability of the scale was 
also calculated using Cronbach Alpha (Cronbach. IQSl). Further, Structural 
Equation Modeling (SEM) procedure was adopted to assess the unidimensionality of 
the CETSCALE as it encourages confirmatory modeling. To evaluate the overall fit 
of the model to the data. Confirmatory Factor Analysis (CFA) was performed, a 
method also adopted by previous researchers (Netemeyer et al., 1991; Durvasula, 
Andrews & Netemeyer, 1997; Luque-Martinez, Ibanez-Zapata & Barrico-Garcia, 
2000; Lindquist et al., 2001; Khan et al., 2007) in other cultural settings and by 
Bawa (2004) and Khan et al. (2007) in India for the seven occupational groups 
sampled in the study. The SEM procedure was performed using the specialized 
package LISREL 8.50. 
CFA was performed repeatedly to get a unidimensional model with better fits for the 
seven occupational groups. Standardized residuals were used to purify the scale and 
achieve unidimensionality of the construct. The construct reliability and variance 
extraction was also calculated to estimate the scale reliability in SEM. Convergent 
validity was measured by reviewing the t-values of the factor loadings (Anderson & 
Gerbing, 1988). If standardized factor loadings of each item and all t-values were 
higher than the significant level (i.e., t-value > 3.29), it meant that scale had good 
convergent validity. Another method to assess convergent validity using the Normed 
Fit Index (NFI) coefficient as suggested by Ahire, Golhar & Waller (1996) was also 
employed. 
As already pointed out, relationship of consumer ethnocentrism with various 
demographic variables was determined for the each of the occupational groups 
covered in this study. An attempt has also been made to explore the relationship 
between Big Five Personality traits and the level of ethnocentrism. Further, 
CETSCORES obtained for various occupational groups have been compared with 
the CETSCORES obtained by researchers in previous studies. 
Conclusions 
In India, overall, the CETSCALE behaves just as a scale measuring consumer 
ethnocentrism should behave in terms of reliability and convergent validity. But, the 
consumer ethnocentrism concept in all the seven occupational groups examined, is 
not conceptually equivalent to the concept of consumer ethnocentrism prevailing in 
the US and other countries where the scale was found to be unidimensional. The 
results of EFA and the CFA performed to obtain better versions of the CETSCALE 
confirm the above contention. The findings of present research, in general, are in 
line with those of Bawa (2004), Upadhyay & Singh (2006), Khan et al. (2007), and 
Khan & Rizvi (2008). They too posited that the CETSCALE was not 
unidimensional in the Indian context. Nonetheless, this research provides 
practitioners as well as international researchers with parsimonious refined 
CETSCALEs for each of the occupational groups (Table 1). This was necessary in 
light of the rapid pace of market globalization and expanding business opportunities 
in a developing and expanding market like India. 
The demographic variables failed to adequately explain the phenomenon of 
consumer ethnocentrism in few of the occupational groups. The variable age was 
found to be related to consumer ethnocentrism in case of MBA Students and 
Defence & Police Personnel. Gender was found to be related to consumer 
ethnocentrism in case of Managers only, while differences in levels of consumer 
ethnocentrism were noticed on the variable religion in case of Management Teachers 
and Managers. 
None of the demographic variables was found to be having a bearing on 
ethnocentrism in the sample of Engineers, Doctors and University Teachers. Also, 
the demographic variables income, Socio-Economic Category (SEC) and education 
were not found to be related to consumer ethnocentrism in any of the occupational 
groups. Bawa (2004) and Upadhyay & Singh (2006) also posited that demographic 
variables fail fully to explain the phenomenon of consumer ethnocentrism in India. 
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The Big Five Personality traits could not explain the phenomenon of consumer 
ethnocentrism in the sample of Defence & Police Personnel, Doctors, Managers and 
University Teachers. However, two of the personality traits, viz., agreeableness and 
openness to experiences were negatively related to consumer ethnocentrism for the 
sample of Management Teachers and Engineers. Interestingly, all the five 
personality traits, viz., agreeableness, opermess to experiences, extraversion, 
emotional stability and conscientiousness were negatively related to consumer 
ethnocentrism for the sample of MBA Students. However, the relationship was very 
weak for these occupational groups. Kassarjian & Sheffet (1991) also found that out 
of many personality studies conducted in consumer research, few could identify a 
strong relationship between personality and aspects of consumer behavior. They 
observed that some studies indicate no relationship and while vast majority of 
studies suggest that if a relationship does exist, it is so weak that it is of little 
practical value to the marketers. In their study, Marks & Tharp (1990) too used the 
CETSCALE to analyze the potential relationship between consumer ethnocentrism 
and consumer personality type and found no correlation between them. 
As far as the levels of consumer ethnocentrism prevalent among these occupational 
groups are concerned, it must be pointed out here that differences were observed 
between various occupational groups in terms of their behavior towards domestic 
versus foreign products. For instance, the University Teachers were found to be the 
most ethnocentric while the Management Teachers were the least ethnocentric 
(Please see Fig 1). 
Figure 1: Location of Studied Occupational Groups on CETSCORE Continuum 
Key; MT: Management Teachers, MS: MBA Students, M: Managers, E: Engineers, 
D: Doctors, D&P: Defence & Police Personnel, UT: University Teachers 
The reasons that might be attributed to such results may be that the sample for 
University Teachers comprised those who did not possess any professional 
education and were thus, perhaps, less open in their outlook. One interesting thing to 
note is that the modified 6-item CETSCALE for this group had 5 items related to the 
patriotic dimension and it maybe the prime reason for high levels of ethnocentrism 
observed in this group. 
Finally, while examining the CETSCORES, it was noticed that the Indian samples 
exhibited CETSCORES comparable not only to the samples from developing but 
also from developed nations (Table 2). The studies of Bawa (2004), Upadhyay & 
Singh (2006), and Khan & Rizvi (2008) focusing on India also confirm similar 
results. This challenges the viewpoint that consumer ethnocentrism is a phenomenon 
of the developed world. All those who are prone to criticize the Indians for their 
'craze' for foreign goods should make a special note of this finding. 
Table 2: Reported CETSCORES from Present and Previous Studies 
Author & Year 
Shimp&Shanna(1987) 
Netemeyer, Durvasula & 
Lichtenstein(199I) 
Grant «& Wren (1993) 
Good & Huddleston (1995) 
Sharma, Shimp & Shin 
(1995) 
Falkowski, Roznowski & 
Witkowski(I996) 
Caruana&Magri(1996) 
Chakraborty, Allred & 
Bristol (1996) 
Durvasula, Andrews & 
Netemeyer (1997) 
Witkowski(1998) 
Steenkamp & Baumgartner 
(1998) 
Country 
USA 
Detroit 
Carolinas 
Denver 
Los Angeles 
West Germany 
France 
Japan 
US 
USA 
Poland 
Russia 
Korea 
Poland 
Malta 
USA 
US 
Russia 
Hungary 
Mexico 
Belgium 
Great Britain 
Greece 
Mean 
51.92 (SD=16.37) 
68.58 (SD=25.96) 
61.28 (SD=24.41) 
57.84 (SD=26.10) 
56.62 (SD=26.37) 
33.9 (SD=NA) 
39.3 (SD=NA) 
47.2 (SD=NA) 
50.5 (SD=NA) 
59.29 (SD= 21.25) 
69.19 (SD=NA) 
51.68 (SD=NA) 
85.07 (SD=NA) 
77.6 (SD=NA) 
56.80 (SD=26.95) 
44.63 (SD=15.01) 
50.24 (SD=22.85) 
32.02 (SD=12.47) 
50.7 (SD=20.6) 
76.5 (SD=20.3). 
28.70 (SD=9.21) 
30.29 (SD=9.47) 
37.84 (SD=7.39) 
10 
Brodowsky(1998) 
Acharya(1998) 
Hult, Keillor & Lafferty 
(1999) 
Vida&Fairhurst(1999) 
Bandyopadhyay & 
Muhammad (1999) 
Watson & Wright (2000) 
Mincheol (2001) 
Bandyopadhyay & 
Saevarsdottir(2001). 
O'Cass & Lim (2002). 
Suh & Kwon (2002) 
Puccinelli (2002) 
Anwar (2002) 
Shoham & Brencic (2003). 
Lee, Hong & Lee (2003). 
Philp& Brown (2003) 
Elliott, Cameron & Acharya 
(2003). 
Ang, Jung, Kau, Leong, 
Pompitakpan, & Tan. (2004) 
Wang & Chen (2004) 
Bawa (2004) 
Hamin & Elliott (2006) 
Ettenson & Klein (2005) 
Upadhyay & Singh (2006). 
Yelkur, Chakrabarty & 
Bandyopadhyay (2006). 
Chryssochoidis, Krystallis & 
Perreas (2007) 
Khan, Rizvi & Qaddus 
(2007) 
Khan & Rizvi (2008) 
USA 
Australia 
US 
Japan 
Sweden 
Czech Republic 
Estonia 
Hungary 
Poland 
India 
Bangladesh 
New Zealand 
Korea 
Iceland 
Singapore 
USA 
Korea 
US 
India 
Pakistan 
Israel 
USA 
Australia 
Australia 
Indonesia 
Thailand 
Malaysia 
Korea 
Singapore 
China 
India-University students 
Material Management 
Professionals 
Senior Secondary School 
Students 
Indonesia 
Australia 
India 
Australia 
Greece 
India 
Pakistan 
India 
61.68 (SD=NA) 
56.40 (SD=NA) 
61.50 (SD=19.3) 
40.10 (SD=17.3) 
38.40 (SD-18.50) 
45.17 (SD=11.97) 
53.59 (SD=13.79) 
43.30 (SD=13.76) 
50.6l(SD=14.33) 
50.66 (SD=23.12) 
74.46 (SD=21.25) 
62.21 (SD=25.79) 
49.3 (SD=NA) 
59.94 (SD=17.102) 
38.25 (SD=13.94) 
40.80 (SD=12.07) 
42.82 (SD=8.33) 
28.9(SD=14.62) 
49.81 (SD=21.08) 
71.40 (SD=19.04) 
47.77 (SD=21.25) 
43.01 (SD=15.98) 
62.60 (SD=21.49) 
56.31 (SD=NA) 
American 
Products 
63.58 
60.01 
55.59 
56.10 
44.37 
Japanese 
Products 
62.90 
58.99 
57.63 
54.91 
43.01 
74.46 (SD=15.64) 
52.43 (SD=16.812) 
55.24 (SD=25.128) 
78.71 (SD= 19.400) 
74.50 (SD = NA) 
81.09 (SD=27.03) 
66.96 (SD= NA) 
49.48 (SD=20.808) 
65.45 (SD=17.85) 
63.17(SD = 33.20) 
77.50 (SD = 33.67) 
61.43 (SD = 31.40) 
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Present Study (2008) 
India - MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
56.87 (SD=21.69) 
77.16 (SD=17.79) 
71.97 (SD=20.50) 
75.52 (SD=17.76) 
60.49 (SD=21.93) 
86.17 (SD=20.99) 
50.78 (SD=20.65) 
NA: Not Available because the information was not reported in the publication. 
Source: Prepared by the researcher 
Marketing Implications 
The study of ethnocentric tendencies among consumers in a country has clear 
implications for marketers. If such tendencies in a market are high, foreign 
manufacturers looking forward to expand in that market need to take note as they are 
boimd to face a tough challenge. If the consumers are high on all the dimensions of 
ethnocentrism (viz. product availability, patriotism, economic impact, employment 
impact), it would indeed be a very difficult market to enter and would require careful 
crafting of marketing strategy. 
However, a market with ethnocentric consumers need not be avoided by foreign 
firms. But extensive market research and well thought out communication and 
distribution strategies are necessary to influence purchase intentions (Javalgi et al., 
2005). If products are originating from overseas, and if one knows what consumers 
expect from imported products, perhaps their local counterparts may improve their 
quality, appearance, and design or new ones may be developed so that consumer 
needs are properly satisfied. 
The present study though primarily academic in nature, is expected to trigger a 
series of fiirther studies, which may be helpfiil in developing appropriate marketing 
strategies. However, the broad areas of marketing in which the findings of present 
study may be of help to practitioners are listed below: 
i. Development of promotional campaigns: This may include the decision 
regarding the use of basic advertising theme/appeal for specific 
advertisement, decision regarding the execution style of the advertisement, 
the selection of media and media vehicles, decision regarding media 
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scheduling etc. By knowing the magnitude of the ethnocentric tendencies of 
consumers belonging to one market segment, an advertiser would be able to 
determine whether messages that address sub-dimensions of ethnocentrism 
such as patriotism would be appropriate or not. 
ii. Segmenting the market: Another area in which the findings of this study 
may prove to be of help to marketers is in market segmentation, particularly 
when the level of ethnocentrism is found to vary among various groups. 
Segmentation may not be based entirely on the groups, but it may also be 
used in conjunction with demographic and other variables. 
iii. Product design and development: In case the research findings vis-a-vis the 
level of ethnocentrism point towards favorable attitude towards a domestic 
product or a foreign product, then, the studies should be undertaken to find 
out their preferences which may be taken as a basis for labeling the product 
as "Indian-made" or "Foreign-made". Thus, such studies, as the current one, 
can be used as a prelude for undertaking consumer preference studies. 
Likewise, having this information could be of help in determining the 
situations in which the product's packaging should include the message of 
"made in (country of origin)". 
In the light of findings of this study it can be safely suggested that in order to 
increase the effectiveness of promotional campaigns, marketers must examine the 
level of ethnocentrism prevalent among various occupational groups. Most 
importantly, media and product segmentation plans might be adjusted in the light of 
differing CETSCORES across occupational groups. For example, knowing the 
magnitude of ethnocentric attitudes within a targeted market segment would indicate 
whether appeals to patriotism are appropriate. In this study. University Teachers and 
Defence & Police Persoimel were found to be the most ethnocentric groups. So, 
product information related to 'made-in India' tag needs to be highlighted for such 
occupational groups. This can be treated as an opportunity for domestic firms. On 
the other hand, the multinational firm's marketing strategy should be directed 
toward product quality and features, and away from the product's country of origin. 
Management Teachers and MBA Students could comparatively be easy target for 
multinationals as they are less ethnocentric. 
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Directions for Future Research 
This study further highlights the importance of ethnocentric tendencies in 
consumers' evaluations of imported products. Given this importance, researchers in 
the area of marketing and consumer behavior should be encouraged to further 
research the construct and its antecedents. In the light of heterogeneous ethnicity 
found within India, as well as economic disparity, additional replicative and 
extension efforts are necessary to generate a more complete picture of the impact of 
ethnocentrism on purchase behavior of Indian consumers. Further studies that can 
provide additional information about the complex nature of the Indian culture and 
the mechanics at work during the evaluation of domestic and foreign-made products 
are needed. 
The present study undertook analysis of ethnocentric tendency among Indians in 
respect of a few selected demographic variables. Future researches could incorporate 
other socio-demographic factors like development stage of city, state and country, 
rural and urban inhabitation, etc. as well. Respondents from the lower strata of the 
society as also those from rural hinterland have largely been neglected in this study. 
With about 75% of India's population living in the villages and generating nearly 
half of the national income, the rural market plays a very important and decisive role 
in the Indian marketing environment. The Indian rural market is almost twice as 
large as the entire market of USA or Russia (Bargal, 2004). India being a vast 
country, region-wise differences need to be examined vis-a-vis consumer 
ethnocentrism. One also needs to explore whether the scale is applicable to 
consumers of high school age, house wives and other ethnic groups. 
Apart from demographic variables, more attitudinal and behavioral variables should 
be included in future studies. Extension of this study to specific product categories 
can also be carried out. Studies that are product-specific and country-specific can 
also be done as imported products from different countries may have a different 
impact on the level of ethnocentrism. 
While the present study is an improvement over previous efforts that relied generally 
on students, the samples included here were largely recruited in a non-probabilistic 
14 
fashion. Thus, future researchers may consider employing more representative 
samples in the study design. 
Another important dimension that needs to be explored is the impact of consumer 
ethnocentrism on services. In fact, there is a dearth of studies when it comes to 
measuring consumer ethnocentrism in services. Another aspect that needs to be 
looked into is the dynamic nature of consumer ethnocentrism (Ruyter, Birgelen & 
Wetzels, 1998). Continuous assessment of consumer ethnocentrism is therefore 
warranted in different geographical regions, in different segments and different 
countries and for different products. 
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PREFACE 
The feelings of consumers toward foreign and domestic products have been a 
subject of interest to researchers working in the areas of consumer behavior and 
international marketing for decades. A concern for marketers is the development of 
concept and measures that will be useful in assessing consumer attitudes and 
preferences for both domestic and foreign products (Netemeyer, Durvasula & 
Lichtenstein, 1991). One such concept is consumer ethnocentrism (Shimp & 
Sharma, 1987) that has been suggested as a means of differentiating constmier 
groups who prefer domestic goods over imported goods. The more importance a 
person places on whether a product is made in his/her home country, the higher the 
ethnocentric tendency of that person exists. 
It is well established that developed nations comprise an ever-shrinking part of the 
world's economy (Wilson & Purushothaman, 2003). Developing and transition 
economies represent the next great opportunity for global growth (Klein, Ettenson & 
Krishnan, 2006). With this shift comes the need for global managers to understand 
the attitude toward foreign goods among consumers in developing and transition 
economies as well. Today, Indian consumer has great and variety of products to 
choose from both the foreign as well as domestic market. It would be worth 
examining the ethnocentric tendencies prevalent in an advanced developing country 
like India among the thriving middle-class population. Rietman (1993) says that the 
middle-class is a key to understand India's consumer markets. 
Data were collected from seven different occupational groups viz. MBA Students, 
Defence & Police Personnel, Engineers, Doctors, Managers, University Teachers 
and Management Teachers. This study is a pioneer as it has assessed the level of 
ethnocentrism on seven different occupational groups which to the researcher's 
knowledge has so far not been examined in earlier studies. This research assesses the 
unidimensionality of the CETSCALE for different occupational groups followed by 
its reliability and validity. An attempt has been made to refine the CETSCALE for 
each of the occupational group. The relationship of ethnocentrism has been explored 
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with respect to demographic variables and Big-Five Personality traits. Also, the 
ethnocentric level prevalent in these occupational groups is compared to levels of 
ethnocentrism reported in other studies. It is expected that the findings of this study 
will provide a realistic insight into the dynamics of the concept of consumer 
ethnocentrism prevalent in hidian consumers and further provide significant 
managerial implications for both the domestic as well as foreign marketers. This 
thesis is divided into seven chapters which have been discussed below. 
Chapter one gives an overview of the genesis of consumer ethnocentrism as a 
concept; highlights its relevance in the context of understanding the behavior of 
consumers. The current trends prevalent in the Indian market have been discussed. 
Further, the section on justification for the study is followed by a section on 
objectives of the study. Subsequently, the hypotheses formulated for the study are 
discussed followed by the expected benefits of the research. 
Chapter two deals with literature on the concept of consumer ethnocentrism. It starts 
v^th a discussion on how this concept has evolved. It further discusses the 
development of CETSCALE to measure this concept. Later extant studies pertaining 
to the unidimensionality, reliability and validity of the scale are discussed. Also, the 
relationship of consumer ethnocentrism with other constructs has been examined. 
Further, the relationship of consumer ethnocentrism with various demographic 
variables has been discussed in detail, followed by its relationship with personality 
dimensions. Finally, the degree of ethnocentrism prevalent in different parts of the 
world has been discussed. 
Chapter three begins with a brief explanation as to why there was a need to conduct 
this study followed by the objectives of the research. Next section discusses the 
rationale for selecting these occupational groups for the present study. The research 
design has been explained in detail covering the research instrument used in the 
study, pilot testing of the research instrument and steps involved in data collection. It 
also discusses the issue of dimensionality of CETSCALE, procedure involved in 
refining the CETSCALE and assessment of its reliability and validity. It includes 
section on relationship of ethnocentrism with demographic variables and personality 
traits; the prevalent levels of consumer ethnocentrism in India have been compared 
with previous studies. The sampling plan discusses in detail the methodology 
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adopted in generating responses from each of the occupational groups leading to the 
final sample obtained after data cleaning. The respondent characteristics have also 
been described in terms of demographics. The hypotheses generated for the purpose 
of achieving the objectives of the study are listed. Finally, the method of analysis 
adopted in the present research has been discussed followed by a section on 
limitations of this research. 
Chapter four deals with the testing of hypotheses, analysis of primary data and 
interpretation for the selected occupational groups in India viz. MBA Students, 
Defence & Police Personnel, Engineers, Doctors, Managers, University Teachers, 
and Management Teachers. The chapter commences with a discussion of the 
sequence of analysis. The preliminary part of the analysis deals with assessing the 
dimensionality of the CETSCALE. Thereafter, the measurement model fits are 
estimated. Scale purification was the next step in the analysis. The reliability and 
validity measures of the modified CETSCALE were assessed. Then the relationship 
of consumer ethnocentrism with various demographic variables for each of the 
occupational groups was analyzed. An attempt, perhaps for the first time in the 
Indian context, has also been made to explore the relationship between Big Five 
Personality traits and ethnocentrism. Lastly, the CETSCORES obtained for each 
occupational group have been presented. 
Chapter five presents a summary of the findings followed by discussion. Here, the 
findings of the data related to the dimensionality of the CETSCALE, its purification, 
reliability and validity of the modified CETSCALES for each occupational group, 
relationship with demographics as well as Big-Five Personality traits, are discussed. 
Finally the prevailing levels of ethnocentrism have been compared to those observed 
in previous studies in India and other parts of the world. 
Chapter six presents the conclusions arrived at after analysis, interpretation and 
discussion. It also discusses various marketing implications that can be suggested to 
both domestic as well as foreign firms planning to address the Indian consumer. The 
last chapter i.e.. Chapter seven includes the directions for fiature research. 
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CHAPTER 1 
INTRODUCTION 
This chapter gives an overview of the genesis of consumer ethnocentrism as a 
concept and highlights its relevance in the context of understanding the consumer 
behavior. The current trends prevalent in the Indian market have been discussed. 
Further, the section on justification for the study is followed by one on objectives of 
the study. Subsequently, the hypotheses formulated for the study are discussed 
followed by the expected benefits of the research. 
1.1 Background 
We are now living in a global economy (Armstrong & Kotler, 2000). The trend 
towards the globalization of markets is fueled by changes in consumer knowledge 
and behavior. The globalization of markets presents considerable challenges and 
opportunities for domestic and international marketers. The proliferation of cross-
border trade by an increasing number of global firms suggests that intense 
competition will continue to grow in the international arena, 
Levitt (1983) argued that globalization will create and lead to a common culture 
worldwide. Ohmae (1992) posited that borderless world shall expose consumers 
worldwide to a wider range of foreign brands than ever before. This escalation could 
be attributed to a multiplicity of factors: advances in communication, information, 
and transportation technologies; a shift toward market economies; privatization and 
deregulation in the emerging markets; emergence of the global consumer; 
availability of transnational media; and proliferation of global products (Townsend, 
Yeniyurt, Deligonul & Cavusgil, 2004). 
With this current border-thinning global economy, consumers around the world have 
more buying choices (Jo, 1998). Freedom in trade policies has provided consumers 
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with more product choices from foreign countries than ever before (Terpstra & 
Sarathy, 1991). Due to the progressive globalization of markets, there is an 
increasing reliance on cross-cultural research. As a result, the volume of scholarly 
cross-cultural research has continued to grow, transporting alternate methodology 
issues to the forefront of consideration (Clarke, 2001). Marketing experts are more 
and more interested in cross-cultural analysis of the market and the characteristics of 
consumers influenced by both cultural and additional factors which differentiate one 
market from another (Cutura, 2006). 
While advanced nations were the main engines of global economic growth over the 
last 50 years, the road ahead looks much different. It is well established that 
developed nations comprise an ever-shrinking part of the world's economy (Wilson 
& Purushothaman, 2003). Developing and transition economies represent the next 
great opportunity for global growth (Klein, Ettenson & Krishnan, 2006). The savvy 
international marketer now seeks opportunities beyond advanced markets. With this 
shift comes the need for global managers to understand the attitude toward foreign 
goods among consumers in developing and transition economies as well. 
For years consumer sentiment regarding foreign products as well as domestic 
products has been a topic of interest among researchers in both international 
business and consumer behavior (Schooler, 1965; Schooler & Wildt, 1968; Etzel & 
Walker, 1974; Bannister & Saunders, 1978; Bilkey & Nes, 1982). A concern for 
marketers is the development of measures that will be usefiil in assessing consumer 
attitudes and preferences for both domestic and foreign products (Netemeyer, 
Durvasula & Lichtenstein, 1991). International marketers will find it increasingly 
important to investigate the attitude and product preferences of their current overseas 
customers' as well new prospects in this dynamic global marketplace. They require 
an expanding repertoire of tools and constructs to enable them to compete and 
position their goods more effectively. They have a growing need for cross-national 
constructs and measures that are reliable, valid and applicable across countries. 
1.2 Consumer Ethnocentrism: An Overview 
The feelings of consumers toward foreign products have been a subject of interest to 
researchers working in the areas of consumer behavior and international marketing 
for decades. Drawing from the sociological concept of ethnocentrism introduced by 
Sumner (1906), Shimp & Sharma (1987) proposed the term "consumer 
ethnocentrism" to represent the beliefs held by consumers about the appropriateness 
of purchasing foreign-made products. The more importance a person places on 
whether a product is made in his/her home coxmtry, the higher the ethnocentric 
tendency of that person exists. The implication is that knowledge of consumer 
ethnocentric tendencies could be used to help properly position products of foreign 
or domestic origin by customizing the marketing mix (Huddleston, Good & Stoel, 
2001). 
It has been suggested that consumer ethnocentricity is a personality trait affecting 
attitudes, intentions, preferences and purchase behavior with respect to imported vs. 
domestic product and service choices (Vida & Fairhurst, 1999). Herche (1994) 
suggests that there are consumer ethnocentric tendencies with regard to all of the 
marketing mix variables and these too affect decisions on acceptability of imported 
products. Hence, one of the considerations that marketer must address when 
attempting to offer goods or services in lands other than their own is the level of 
consumer ethnocentrism that exists. 
Shankarmahesh (2006) explains that one of the most enduring forms of non-tariff 
barriers is that of consumer ethnocentric tendency (GET). It indicates a general 
proclivity of buyers to shun all imported products irrespective of price or quality 
considerations due to nationalistic reasons. GET can be "institutionalized in the form 
of an informal government procurement policy that unduly favors domestic 
companies" (Kotabe & Helsen, 1998) or can be prevalent as "a general societal 
tendency" (Shimp & Sharma, 1987). It has been a tough barrier for global marketers 
to overcome in many markets (Douglas & Graig, 1995; Gateora, 1996; Johansson, 
1997). The concept of consumer ethnocentrism provides significant managerial 
implications within the international business context. 
Ethnocentric consumers believe that purchasing imported products is wrong because 
it hurts the domestic economy, causes loss of jobs, and is generally unpatriotic 
(Shimp & Sharma, 1987). On the other hand, non-ethnocentric consumers see 
products from other countries as objects to be evaluated on their own merits without 
consideration of where they are made. The scale developed by Shimp & Sharma 
(1987) in the context of USA to measure consimier ethnocentrism is known as 
CETSCALE (Consumer Ethnocentric Tendency Scale). Both Shimp & Sharma 
(1987) and Netemeyer et al. (1991) suggested that further research would be 
necessary to validate the CETSCALE in other countries. This has been the purpose 
of the work of a number of researchers (e.g. Bailey & de Pineres, 1997; Durvasula, 
Andrews & Netemeyer, 1997; Good & Huddleston, 1995; Plank & Lindquist, 1999; 
Sharma, Shimp & Shin, 1995; Steenkamp & Baumgartner, 1998). 
Although the concept of consimier ethnocentrism was introduced and used for the 
first time in studies on American consumers, neither consumer ethnocentrism nor 
CETSCALE are concepts limited to a single culture (Papadopoulos, Heslop & 
Beraes, 1990; Netemeyer et al., 1991; Ettenson, 1993; Huh & Keillor, 1994; La 
Barre, 1994; Good & Huddleston, 1995; Sharma et al., 1995; Bailey & de Pineres, 
1997; Durvasula et al., 1997; Ruyter, Birgelen, & Wetzels, 1998; Steenkamp & 
Baumgartner, 1998; Plank & Lindquist, 1999; Vida & Fairhurst, 1999; Luque-
Martinez, Ibanez-Zapata & Barrico-Garcia, 2000; Mohammad, Ahmed, Honeycutt 
& Tyebkhan, 2000; Balabanis, Diamantopoulos, Mueller & Melewar, 2001; 
Supphellen & Rittenburg, 2001; Ghose, 2001a, 2001b; Douglas & Nijssen, 2003; 
Cicic, Brkic & Praso-Krupalija, 2003; Bawa, 2004; David & Tapic, 2004; Upadhyay 
& Singh, 2006, Khan, Rizvi & Qaddus, 2007; Khan & Rizvi, 2008, etc.) 
In today's competitive global business environment, the success of a company 
outside of its borders rests on its ability to understand and meet customers' needs 
(Czinkota, Ronkainen, & Moffett, 2000). This can be a challenge when dealing with 
the notion of consumer ethnocentrism, which underscores the belief that buying 
foreign made products is unpatriotic and can harm the domestic economy 
(Balabanis, Mueller & Melewar, 2002; Klein, 2002). If consumers are ethnocentric, 
and prefer to purchase domestic products or services over foreign ones, the route to 
persuade them to behave counter to their preferences may be difficult. Across 
cultures, researchers have demonstrated that ethnocentrism is a global phenomenon, 
but there are differences in the degree of ethnocentrism expressed by consumers, 
depending on the country under study (Javalgi, Khare, Gross & Scherer, 2005). 
However, some researches have even suggested that consumer ethnocentrism is a 
phenomenon of the developed world (Okechuku, 1994; La Barre, 1994; Good & 
Huddleston, 1995; Durvasula etal, 1997; Vida & Fairhurst, 1999). 
According to Wang & Chen (2004), consumers from a developed coimtry tend to 
appreciate more favorably domestic products over imported ones. On the other hand, 
findings have been contrary with respect to developing countries, where consumers 
perceive foreign products (especially those originating from prestigious countries) as 
superior compared to their domestic counterparts (Chryssochoidis, Krystallis & 
Perreas, 2007). Consumers from less developed countries have repeatedly shown a 
marked preference for imported goods (Papadopoulos et ah, 1990; La Barre, 1994; 
Agbonifoh & Eliminian, 1994; Mohammad et al, 2000; Klein et ah, 2006). It is 
generally believed that consumers in less developed countries favor products and 
brands from more developed countries (Bailey & de Pineres, 1997; Batra, 
Venkafram, Alden, Steenkamp & Ramachander, 2004). However, research done by 
Li & Liu (1975) found that Americans (a developed country) were found to be less 
ethnocentric than their Chinese counterparts. Clarke, Shankarmahesh & Ford (2000) 
also found that Mexicans scored significantly higher on consumer ethnocentrism 
than either the French or American samples. A study on Turkish consumers 
(Kucukemiroglu, 1999) showed that they dislike buying foreign products because it 
hurts the economy and causes unemployment. Interestingly, Indian consimiers too 
have exhibited tendencies favoring domestically manufactured goods (Batra et al, 
2000; Bawa, 2004; Khan & Rizvi, 2008). 
An important issue in international consumer research is that a reliable and valid 
measurement is necessary to obtain accurate information pertaining to consumer 
attitudes and evaluation of products in other nations. If the psychometric properties 
of a scale vary widely across coimtries, conclusions based on the scale may actually 
reflect artifacts due to unreliability and lack of validity (Davis, Douglas & Silk, 
1981; Douglas & Craig, 1983; Parameswaran & Yaprak, 1987). Despite repeated 
calls for rigorous evaluation of the psychometric properties of cross-national 
measures (Davis et al., 1981; Douglas &Craig, 1983; Parameswaran & Yaprak, 
1987), critical reviews suggest a lack of concern for the reliability and validity of 
such measures (Albaum & Peterson, 1984; Parameswaran & Yaprak, 1987). 
Because the quality of measurement can affect the accuracy and quality of cross-
national decision making, establishing the psychometric properties of cross-national 
measures is important (Netemeyer et al., 1991). 
One argument in favor of the universality of consumer ethnocentrism is that 
consumers in any macro economic context will differ in their beliefs and 
preferences: some consumers will feel that it is immoral and inappropriate to 
purchase foreign goods while others will not. Thus, while consumers in developing 
economies generally evaluate domestic goods more negatively than foreign goods, 
the CETSCALE should be able to predict these judgments (i.e. explain their 
variance) and predict purchase preferences, much as it does in advanced economies 
(Klein et al., 2006). Thus, there is a need to replicate such studies in emerging 
economies like India. Indeed there is no more fundamental requirement in science 
than that of replicability of findings (Epstein, 1980). "Research is not only a creative 
process, it is a discipline. Some concertos are best understood by being played more 
than once" (Easley, Madden & Dunn, 1994). 
1.3 India: An Emerging Economy 
The Asian continent provides some of the most attractive markets for growth-
oriented firms. Investment opportunities in Asia are fabulous and that is where most 
of the business action will be in the 21^' century (Rogers, 1998).The area includes 
many low-income but fast-growing population bases in Southeast Asia, as well as 
some of the most affluent markets in the world (Blackwell, Miniard & Engel, 2003). 
One such market is India. 
India is a country of many cultural values and beliefs. She is a highly diversified 
country of many religions, regions and languages. It is the largest democracy in the 
world. The Indian consumer, like other Asian consumers, became more 
sophisticated and demanding (Hou, 1997). In the past five years, India has seen an 
influx of major foreign industries and products. This is primarily due to the 
liberalization policy that was adopted by the Indian government in the 1990s. At the 
same time, advances in telecommunications (like direct television broadcasts from 
satellites) have provided the Indian consumer some exposure to foreign products via 
advertisements (Lamont, 1996). Another media that is quite rapidly gaining 
acceptance as a valuable marketing tool is the Internet. 
In the early 1980s, the Indian government started operating several hundred new 
television relay transmitters. Before that time, only a handful of large metropolitan 
cities in India, primarily the state capitals, had a television station or a relay 
transmitter. After the expansion trend of the early 80s, most Indian consumers were 
exposed to at least some kind of advertisements via the television media. And as it 
has happened in almost all countries, television advertisements played a significant 
role in making the Indian consumer an informed consumer. 
Beginning April 2001, the Indian government removed quantitative restrictions on 
most foreign products. Today, the Indian consumer is much more knowledgeable 
regarding different products and services, available to them, than they were fifteen 
years ago (Ghose, 2001b), The gradual trend towards liberalization of the Indian 
economy during the past decade has served as a major factor in its progressive shift 
towards a global economy and the entry of foreign brands. In fact the 1990s decade 
and beyond have been characterized by major structural changes in the Indian 
consumer market's evolution, including those of increased competition, product 
availability in terms of both quality and quantity, as well as increased levels of 
awareness and propensity to consume. 
A host of foreign branded goods are now easily available in the Indian market. The 
concomitant decrease in import duties of goods, has paved the way for entry of 
companies among others, from Germany, France, US, Korea, Japan, and China 
(Kinra, 2006). The main strategies of these companies have included strategic 
alliances with domestic Indian companies to provide Indian consumers greater 
variety with regard to foreign branded goods. Thus, foreign companies like Ford 
(US), General Motors (US), Hyundai (S. Korea) are present in the Indian car market, 
while TV brands range from LG (S. Korea), Sony (Japan), Samsung (S. Korea), to 
local brands such as Videocon and BPL. Similarly, the washing machine market is 
dominated by Whirlpool (US), and the refrigerator market by brands such as LG (S. 
Korea), Godrej (India) and Voltas (India). Foreign brands in the Indian market have 
thus begun to compete for both market share and mind share, even while widening 
the range of brands imder consideration. 
As a country projected to become one of the largest markets in the world, India is 
attracting world-wide interest among marketers. Although poor by Western 
standards, the attractiveness of India is based on its infrastructure, well-developed 
legal systems, and large numbers of well-educated doctors, engineers, and others 
needed for growth of a thriving middle-class. 
1.4 The Indian Middle Class 
The middle-class is a key to understanding India's consumer markets and why firms 
such as McDonald's have setup their outlets (Reitman, 1993). Kinra (2006) posits 
that the rapidly growing urban middle and upper class consumer market constitutes 
an attractive market for branded consumer goods. Ghose (2001b) says that India has 
the world's largest middle class, estimated at 400 million. 
The demand for consumer products has been growing at 12 percent per annum 
(India Market Demographics Report, 2002). While rising incomes and shifts in 
consumer tastes and preferences are evolving predictably as a trend, Indian 
consumers are faced with increasingly complex sets of choices across all categories 
of consumption (Business World, 2003). A middle-class family in India with a 
yearly income of about $1400 does not live in luxury but may be buying a TV, a 
radio, appliances such as an electric iron and clocks, and a respectable wardrobe of 
shoes, jewelry, and silk saris (Blackwell et al., 2003). 
Batra et al. (2000) have dealt extensively on the possible reasons for the average 
Indian's fondness for foreign goods. These reasons include search for status symbols 
in the hierarchy-conscious Indian society, inferiority complex vis-a-vis the 
(erstwhile) foreign rulers, increased contact with the West, rising incomes, changing 
expectations, and cultural receptiveness to symbolism of brands. The Indians are 
generally perceived as clamoring for foreign brands (Varma, 1998). On the other 
hand. La Barre (1994) quoting the results of the Bozell-Gallup worldwide quality 
poll had said; 'India is an import receptive country but it has a heahhy self image.' 
The observations of Varma (1998) are also not supported by market experts like 
Santosh Desai (CEO, Future Brands, India) who have observed that Indians take 
pride in self-consciously calling themselves Indian (Kaushik, 2008). 
Today, when the Indian consumer has greater and easier access to both foreign as 
well domestic goods, a measurement of consimier ethnocentrism among the middle-
class in India should provide an idea of the extent to which consumers are likely to 
favor domestically-made products over their foreign competitors. In such a scenario, 
it would be worthwhile to examine the attitude of Indian consumers towards the 
purchase of foreign-made goods versus domestic products. Such an examination will 
help the foreign manufactures to place their products in the Indian market, and for 
the Indian manufacturers to assess the seriousness of the threat from imports. The 
Indian as well as foreign firms that wish to relocate into India or out of India can 
assess the opportunities or threats of such an action and can find out the extent to 
which the Indian consumers differ from, or are similar to, the consumers in others 
parts of the world with respect to preference or aversion to foreign goods (Bawa, 
2004). 
1.5 Justification for Research 
Herche (1994) has suggested that there are consumer ethnocentric tendencies with 
regard to all of the marketing mix variables and these affect decisions on 
acceptability of imported products. Hence, one of the considerations that marketers 
must address when attempting to offer goods or services in lands other than their 
own is the level of consumer ethnocentrism that exists (Lindquist, Vida, Plank & 
Fairhurst, 2001). But still, despite its strong theoretical underpirmings and powerful 
implications for marketing practitioners, this research stream has seen relatively 
little application as compared to the numerous 'country-of- origin' studies (Vida & 
Fairhurst, 1999). 
In the light of the above, the present study is an attempt to gain deeper insights into 
ethnocentric tendencies related to purchasing of foreign-versus India-made products 
so that practical marketing implications can be drawn up. As suggested by Shimp & 
Sharma (1987), the caveat that has been kept in mind is that the scale can at best be 
used as a measure of "tendency" rather than "attitude" because the latter term 
suggests a greater degree of object specificity than the CETSCALE is intended to 
capture. "Attitude" is used most appropriately in reference to the consumer's feelings 
toward a specific object, such as a particular automobile model. "Tendency" 
captures the more general notion of a disposition to act in some consistent fashion 
toward foreign products in toto. 
The study tries to explore whether the construct of consimier ethnocentrism, as 
measured by the CETSCALE, extends to developing economies where imports are 
likely to be preferred over domestic products. Marketers too have shown a growing 
interest in understanding the factors associated with consumer's evaluation and 
selection of imported goods in developing countries. This not only helps them in 
resolving the globalization vs. localization conundrum (Levitt, 1983; Douglas & 
Wind, 1987; Onkvisit & Shaw, 1987; Kreutzer, 1988; Schnaars, 1991; Samiee & 
Roth, 1992) but also in formulating appropriate strategies to overcome resistance to 
foreign goods, if any (Upadhyay & Singh, 2006). 
The need for the present study was also felt as there is dearth of literature on the 
subject in the context of developing nations. Only few empirical studies and that too 
based on very limited samples and few occupational groups have been reported in 
the context of countries like India, Bangladesh, China, Pakistan (Klein, Ettenson & 
Morris, 1998; Bandyopadhyay & Muhammad, 1999; Ghose, 2001b; Pereira, Chin-
Chun & Kundu, 2002; Anwar, 2002; Bawa, 2004; Upadhyay & Singh, 2006; Khan 
et al, 2007; Khan & Rizvi, 2008). Of these, studies done by Ghose (2001b), Bawa 
(2004), Upadhyay & Singh (2006), and Khan & Rizvi (2008) have specifically 
focused on India. 
As stated earlier, Shimp & Sharma (1987) and Netemeyer et al. (1991) suggested 
that further research would be necessary to validate the CETSCALE in other 
countries. Further, Douglas & Nijssen (2003) urged caution when using borrowed 
scales across borders without first testing their properties and their appropriateness 
in contexts different fi:om the one in which the scale was developed. Accordingly, 
the dimensionality, reliability and validity of the CETSCALE have been examined 
in the context of India. 
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Another consideration was to test the CETSCALE on both student and non-student 
samples. The initial cross-validation research on the CETSCALE (Netemeyer et ah, 
1991) has relied on student samples. While popular and appropriate for academic 
marketing studies that focus on theory tests (Calder, Phillips & Tybout, 1982; 
Burnett & Dimne, 1986), the exclusive use of student samples may be problematic 
for an applied measure like the CETSCALE that is designed to help practicing 
marketers identify opportimities (and challenges) leading to effective decision 
making in international markets. In India, majority of researchers have primarily 
used the CETSCALE on student samples (Bawa, 2004; Upadhyay & Singh, 2006; 
Khan & Rizvi, 2008). However, Bawa (2004) took an additional group of material 
management professionals into consideration. 
In the light of the above, the present study attempts to assess the applicability of the 
CETSCALE on seven occupational groups in India viz. MBA Students, Defence & 
Police Personnel, Engineers, Doctors, Managers, University Teachers and 
Management Teachers. The reported literature bears ample testimony to the fact 
that none of the previous empirical studies have tested the CETSCALE on these 
occupational groups except for students. The study also makes an attempt to 
measure the prevailing levels of ethnocentrism among these occupational groups in 
India. 
One of the antecedents of consumer ethnocentrism mentioned and empirically tested 
in previous research are the demographic variables (Han, 1988; Wall, Heslop & 
Hofstra, 1988; Wall, Liefield & Heslop, 1989; McLain & Stemquist, 1991; Herche, 
1992; Good & Huddleston, 1995; Sharma et al, 1995; Vida & Plassman 1998; 
Nijssen, Douglas & Bressers, 1999; Orth & Firbasova, 2002; Douglas & Nijssen, 
2003). In this context, the researcher has tried to map the differences in the levels of 
ethnocentrism among the Indian respondents vis-a-vis demographic variables. 
Studies have also used the CETSCALE to analyze the potential relationships 
between consumer ethnocentrism and consumer personality type (Marks & Tharp, 
1990). But no study was found that had attempted to explore the relationship 
between consumer ethnocentrism and the Big Five Personality traits. An attempt has 
thus been made for the first time in India to explore the relationship between 
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consumer ethnocentrism and the Big Five Personality traits among the different 
occupational groups considered for the study. 
It is to be noted that with its diversity in cultures, religions and geographic spread, 
India provides an ideal setting for any researcher to evaluate the extent to which 
demographic variables and personality traits are related to consumer ethnocentrism. 
1.6 Research Objectives 
The study broadly attempts to empirically investigate the level of consumer 
ethnocentrism prevalent among selected occupational groups in India. Keeping the 
same in mind, the following were the specific objectives of the study: 
> To assess the unidimensionality of the CETSCALE in India across seven 
occupational groups, viz. MBA Students, Defence & Police Personnel, 
Engineers, Doctors, Managers, University Teachers and Management 
Teachers. 
> To refine and suggest modified unidimensional scales based on the original 
CETSCALE for each of the aforesaid occupational groups. 
> To assess the reliability and validity of the modified CETSCALES for each 
of the occupational groups. 
> To examine the relationship of consumer ethnocentrism with various socio-
demographic variables. 
> To examine the relationship of consumer ethnocentrism with Big-Five 
Personality traits. 
> To compare the extent of consumer ethnocentrism prevailing in the 
occupational groups under study with that reported in other studies carried 
out in India and other parts of the world. 
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1.7 Hypotheses Formulated for the Study 
Based on extensive literature survey, relevant hypotheses were generated for the 
purpose of achieving the objectives of the study. Hypothesis Hoi attempts to assess 
the unidimensionality of the CETSCALE for each of the occupational groups. 
Hypothesis H02 and hypothesis H03 were generated to assess the internal consistency, 
construct reliability and convergent validity of the modified CETSCALES for each 
of the occupational groups. 
Hypotheses H04 - H09 were aimed at exploring whether significant differences 
existed between the mean scores of ethnocentrism for various demographic variables 
vis-a-vis each occupational group. The different demographic variables considered 
were age categories, income categories, religious groups, socio-economic categories, 
educational qualifications and gender. 
Hypothesis Hio was generated to explore the relationship between Big Five 
Personality traits and the level of ethnocentrism for each occupational group. 
Hypothesis Hu is related to the comparison of the levels of ethnocentrism prevalent 
m these occupational groups vis-a-vis the levels of ethnocentrism reported in studies 
researchers m othQrJJarts>of the world as well as in India. 
1.8 Benefits of the Study 
The CETSCALE offers marketing managers a useful tool for better understanding 
how present and prospective customers (Shimp & Sharma, 1987; Ruyter et al, 
1998; Javalgi et al., 2005) feel about purchasing foreign versus Indian-made 
products. The resuhs obtained in the study can provide glimpses into the psyche of 
Indian consumer behavior displayed while purchasing a domestic or a foreign made 
product. The insights thus gained may also facilitate practitioners in re-engineering 
their offerings and dovetailing their marketing strategies. Thus, by understanding the 
role consumer ethnocentrism plays in influencing Indian consumers, Indian 
companies can decide on fi-amework for market analysis; target market selection 
within different markets; insightful segmentation of markets at different levels; 
designing of marketing mix - particularly in identifying communication keys and 
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message graduation to feel a pulse of their consumers at the level of consumer 
ethnocentrism. 
By understanding the true nature of consumer ethnocentrism in India, more 
insightful segmentation guidelines can also be evolved by foreign firms operating in 
India. This information will enable international marketing managers to better 
understand how their offerings will be perceived in an important segment of the 
global market i.e. India, and to strategically target and position their offerings 
accordingly. It can also help foreign firms in deciding on plant locations, product 
development, advertising campaigns, etc. 
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CHAPTER 2 
LITERATURE REVIEW 
This chapter deals with literature on the concept of consumer ethnocentrism. It starts 
with a discussion on how this concept has evolved. It further discusses the 
development of CETSCALE to measure this concept. Later extant studies pertaining 
to the unidimensionality, reliability and validity of the scale are discussed. Also, the 
relationship of consumer ethnocentrism with other constructs has been examined. 
Further, the relationship of consumer ethnocentrism with various demographic 
variables has been discussed in detail, followed by its relationship with personality 
dimensions. Finally, the degree of ethnocentrism prevalent in different parts of the 
world has been discussed. 
2.1 Consumer Ethnocentrism 
The concept of ethnocentrism was originally introduced into sociological literature 
by William Graham Sumner (1906:13) who defined it as: 
... the view of things in which one's group is the center of everything, and all 
others are scaled and rated with reference to it. . . . Each group nourishes its 
own pride and vanity, boasts itself superior, exalts its own divinities and looks 
with contempt on outsiders. 
The ethnocentrism concept represents a universal tendency to see an individual's 
own group as the center of the universe, to interpret other social units from a group 
perspective and to reject those people who are culturally different, blindly accepting 
those who are culturally similar (Booth, 1979; Worchel & Cooper, 1979). The 
symbols and values of one's own ethnic or national group become objects of pride 
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and attachment, whereas symbols of other groups may become objects of contempt 
(Levine & Campbell, 1972). 
Murdock (1931) made the observation that ethnocentrism is not only applicable to 
"tribes and nations" but "reveals itself in all kinds of social groups, developing into 
family pride, sectionalism, religious prejudice, racial discrimination, and patriotism" 
(Sharma et al., 1995). Some authors even argued that ethnocentrism is a part of 
human nature (Lynn, 1976). Over the years, the concept has added psychological 
and now even economic overtones. From a psychological perspective, Freud (1955) 
defined ethnocentrism as the "narcissism of the group". So long as a group 
formation persists or so far as it *extends, individuals in the group behave as though 
they were uniform, tolerate the peculiarities of its other members, equate themselves 
with them, and have no feelings of aversion toward them (Freud, 1955). 
The psychosocial view relates ethnocentrism to individual personality levels as well 
as to social and cultural references (Levine & Campbell, 1972; Booth, 1979; 
Worchel & Cooper, 1979). Consumer ethnocentrism is a tailor-made personality 
trait. Trait researchers have found that it is generally more realistic to expect 
personality to be linked to how consumers make their choices and to purchase or 
consumption of a broad product category rather than a specific brand (Schiffinan & 
Kanuk, 2007). Ethnocentrism is a concept of interest not only to sociologists, 
psychologists, and anthropologists but also to historians, political scientists, 
politicians, and administrators (Bawa, 2004). 
Ethnocentrism has received a good deal of attention by sociologists and 
psychologists, and even some recognition that it is generally applicable to consumer 
behavior (Markin, 1974;Berkman&Gilson, 1978). 
In an attempt to tackle the challenge put forward by Jacoby (1978) of developing 
specific domain constructs, Shimp (1984) introduced the concept of consumer 
ethnocentrism in marketing literature. It was conceptualized as one of the 
components of a complex theoretical construct related to the cognitive, affective and 
normative orientations of the consumer toward products manufactured abroad. 
According to Shimp (1984:285): 
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The concept is used here to represent consumers' beliefs in the superiority of 
their own countries' products. This perception is postulated to transcend mere 
economic and functional considerations, and, instead, to have a more noble 
foundation rooted in morality. That is, consumer ethnocentrism is intended to 
capture the notion that some consumers believe it is somehow wrong to 
purchase foreign-made products, because it will hurt the domestic economy, 
cause the loss of jobs, and, in short, because, from their view, it is plainly 
unpatriotic. 
Then in 1987, Shimp & Sharma defined the term "consumer ethnocentrism" to 
represent the beliefs held by American consumers about the appropriateness, 
indeed morality, of purchasing foreign made products. From the perspective of 
ethnocentric consumers, purchasing imported products is wrong because, in their 
minds, it hurts the domestic economy, causes loss of jobs, and is plainly unpatriotic; 
products from other countries (i.e., outgroups) are objects of contempt to highly 
ethnocentric consumers. To nonethnocentric consumers, however, foreign products 
are objects to be evaluated on their own merits without consideration for where they 
are made (or perhaps to be evaluated more favorably because they are manufactured 
outside the United States). Empirical results of the study by Shimp & Sharma (1987) 
showed that, for US consumers, 1) general attitudes toward imports are negatively 
correlated with ethnocentric tendencies, 2) the stronger the ethnocentric tendency, 
the more likely the individual is to own or intend to purchase a domestic auto, and 3) 
individuals whose quality of life is most threatened exhibit the strongest ethnocentric 
tendencies. In functional terms, consumer ethnocentrism gives the individual a sense 
of identity, feelings of belongingness, and, an understanding of what purchase 
behavior is acceptable or unacceptable. 
Sharma et al. (1995) defined consumer ethnocentrism as a consumer's preference 
for domestically produced products, or conversely, as a bias against imported 
products. They noted that the concept of consumer ethnocentrism is based on three 
tenets: 
1) one's fear of economically harming one's beloved country by buying 
foreign products; 
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2) the morality of buying imported products; and 
3) a personal prejudice against imports. 
Highly ethnocentric individuals tend to accept things culturally similar and reject 
things culturally dissimilar (Samovar & Porter, 1995). They are more inclined to 
accentuate the positive aspects of domestic products, while non-ethnocentric 
consumers on the other hand would be more pragmatic and evaluate products in 
relative terms (Caruana & Magri, 1996). For ethnocentric people, there is a tendency 
to evaluate 'own-country' products more favorably (Reierson, 1966; Nagashima, 
1970; Dickerson, 1982). Sharma et al. (1995) propose that consumer ethnocentrism 
results from fear of harmful effects imports may have on the economic situation of 
the individual and that individual's society. This fear causes individuals to refrain 
from purchasing imported products and to exert pressure on other society members 
to refrain also. Thus, the purchase of imports becomes a moral and social issue 
(Ozsomer & Cavusgil, 1991; Myers, 1995). 
2.2 Scale Development 
Shimp (1984) defined consumer ethnocentrism by developing a number of criterion 
variables in order to test for specific differences between consumer ethnocentrics 
and non-ethnocentrics. These included measurements of beliefs and normative 
beliefs (Fishbein & Ajzen, 1975), purchase intention measures (Warshaw, 1980) and 
several other measures idiosyncratic to the study of the foreign versus domestic 
automobile purchase evaluations. 
In particular, the question posed to measure the level of ethnocentrism was the open 
proposition: 
'Please describe your views of whether it is right and appropriate for American 
consumers to purchase products that are manufactured in foreign countries (Shimp, 
1984).' Shimp & Sharma (1987) opted for developing a specific scale to measure 
this construct, known as the CETSCALE. This instrument was designed to measure 
the tendencies of ethnocentric consumers toward purchasing foreign products as 
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opposed to buying products from the USA. Its authors used the term "tendency" 
instead of "attitude", since the former refers to the more general notion of the 
disposition to act in some consistent fashion toward foreign products. The latter is 
used most appropriately in reference to the consumer's feelings toward a specific 
object, such as a particular automobile model. Consumer ethnocentrism is believed 
to be a personality trait affecting an individual's attitudes, intentions, preferences 
and purchase behavior (Vida & Fairhurst, 1999). 
The CETSCALE is used to differentiate among consumers who perceive to varying 
degrees that buying foreign made goods or services is acceptable or unacceptable. 
Scales of ethnocentrism developed previously (e.g. Adomo, Brunswick, Levinson & 
Sanford, 1950; Chang & Ritter, 1976; Warr, Faust & Harrison, 1967), do not adapt 
well to studies of consumer behavior for various reasons, hence the need for a 
specific scale of consumer ethnocentrism was recognized. 
The 17-item, seven-point Likert-type CETSCALE has much to recommend it. It was 
constructed and distilled through the stages of item generation, item screening, two 
purification studies, and then tested on representative samples of consumers from 
Detroit, Denver, Los Angeles, and the Carolinas in US. A confirmatory factor 
analysis indicated that the scale had high reliability and a unidimensional structure. 
Greater consumer ethnocentrism was negatively correlated with favorable opinions 
about foreign-made products and positively associated with ownership or intention 
to purchase a domestic-made automobile. Particularly interesting were the results 
showing strong ethnocentric tendencies in places threatened by the prospect of job 
loss due to both foreign competition and economic recession. 
The CETSCALE adheres to the viewpoint that consumer ethnocentrism is a matter 
of'how ethnocentric?" and not 'whether ethnocentric?' It does not give a consumer 
ethnocentric/not ethnocentric type of categorization (Bawa, 2004). Lindquist et al. 
(2001) are of the opinion that the 17 items of the CETSCALE are linked to the 
following four concepts — 'it hurts the domestic economy,' 'results in loss of jobs,' 
'is unpatriotic,' and 'is tied to product availability,' though Shimp 8c Sharma did not 
classify the items in this manner. There also exists a shorter 10- item version of the 
CETSCALE. It has been used not only by Shimp & Sharma (1987) but also by 
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Steenkamp & Baumgartner (1998), Lindquist el al. (2001). and Douglas & Nijssen 
(2003). 
From the perspective of the multinational marketer, measuring the level of consumer 
ethnocentrism across countries is of interest as that trait may be a barrier to success 
in foreign markets, maybe useful in developing product-positioning strategies in 
foreign-markets, and may help explain the bias toward domestic products (Wall & 
Heslop, 1986; Shimp & Sharma, 1987; Parameswaran & Yaprak, 1987; Han & 
Terpstra, 1988; Papadopoulos, Heslop & Bamossy, 1989; Papadopoulos etal, 1990; 
Netemeyer et al, 1991; Elliott & Cameron, 1994; Sharma et al, 1995; Lantz & 
Loeb, 1996). Empirical studies in countries such as the France (Baumgartner & 
Jolibert, 1977), the United Kingdom (Bannister & Saunders, 1978), United States 
(Shimp & Sharma, 1987), Canada (Hung, 1989), Korea (Sharma et al, 1995), and 
the United Kingdom (Balabanis & Diamantopoulos, 2004) have illustrated that 
consumers with ethnocentric tendencies have a proclivity to evaluate domestic 
products favorably, often unreasonably so, compared to imported products, 
indicating a positive association between ethnocentrism and evaluation of 
domestically-made products, and a negative association between ethnocentrism and 
evaluation of imported products. Study of ethnocentric tendencies among consumers 
in a country, therefore, has clear implications for marketers. If the level of consumer 
ethnocentrism in a market is high, foreign manufacturers looking forward to expand 
in that market as well as domestic marketers distributing imported products will face 
a tough challenge (Bandyopadhyay & Muhammad, 1999). 
2.3 Unidimensionality of the CETSCALE 
Unidimensionality refers to the existence of a single trait or construct embedded in a 
set of measures (Hattie, 1985). Although CETSCALE was developed among 
American consumers, it has been applied and validated in cross cultural settings by 
various authors. This was determined either through further testing or by using the 
scale in other research settings (Netemeyer et al, 1991; Herche, 1992; Sharma et al, 
1995; Bailey & de Pineres, 1997; Durvasula et al, 1997; Steenkamp & 
Baumgartner, 1998; Bandyopadhyay & Muhammad, 1999; Vida & Fairhurst, 1999; 
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Hult & Keillor, 1994; Hult, Keillor & Lafferty, 1999; Luque-Martinez et al., 2000; 
Balabanis etai, 2001; Bandyopadhyay & Saevarsdottir, 2001). 
The CETSCALE has given mixed results in different parts of the world as far as its 
dimensionality is concerned. The scale was found to be unidimensiona! in some 
studies (Luque-Martinez et al, 2000; Bandyopadhyay & Saevarsdottir, 2001; 
Supphellen & Rittenburg, 2001; Anwar, 2002; Reardon, Miller, Vida & Kim, 2005; 
Chryssochoidis et al, 2007); while in other studies it was not unidimensional 
(Lindquist et al, 2001; Moon & Jain, 2001; Yu & Albaum, 2002; Douglas «& 
Nijssen, 2003; Supphellen & Gronhaug, 2003; Bawa, 2004; Upadhyay & Singh, 
2006; Yelkur, Chakrabarty & Bandyopadhyay, 2006; Khan et al, 2007; Khan & 
Rizvi, 2008) to name a few. Few of these researchers then went for further scale 
refinement to obtain better fitting unidimensional scales in their respective studies 
(Bawa, 2004; Khan et al, 2007). 
2.4 Reliability and Validity of the CETSCALE 
The CETSCALE developed by Shimp & Sharma (1987) has been found to be valid 
and reliable in US. It showed high internal validity as well as discriminant validity. 
Before applying the CETSCALE to any other culture, it is very important to test its 
reliability and validity in that region. According to Douglas & Nijssen (2003), 
considerable caution should be exercised when employing scales developed in one 
country or cultural context in other environments. Consequently, researchers from 
different parts of the world have made attempts to assess the applicability of 
CETSCALE in varying cultural settings. Netemeyer et al. (1991) in US, Japan, 
France and West Germany, Durvasula et al. (1997) in US and Russia, Witkowski 
(1998) in Hungary and Mexico, Kucukemiroglu (1999) in Turkey, Luque-Martinez 
et al. (2000) in Spain, Huddleston et al. (2001) in Poland, Mincheol (2001) in 
Korea, Bandyopadhyay & Saevarsdottir (2001) in Iceland, Sinkovics (2002) in 
Austria, and Kaynak 8c Kara (2002) in Turkey found the scale to be reliable and 
valid. 
Additional empirical studies, though not designed to specifically test the validity of 
the scale, brought additional reliability and validity to the CETSCALE. These were 
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conducted in Russia and Poland (Good & Huddleston, 1995; Supphellen & 
Rittenburg, 2001), China (Klein et al., 1998), the Netherlands (Ruyter et al., 1998), 
Azerbaijan (Kaynak & Kara, 2001), China, India and Taiwan (Pereira et al., 2002), 
and Indonesia, Korea, Malaysia, Singapore, and Thailand (Jung et al., 2002; Ang et 
al., 2004). Recently, Hamin & Elliott (2006) in Indonesia, and Klein et al. (2006) in 
Russia and China too found the CETSCALE to be valid and reliable. However, 
Bawa (2004) in India, Upadhyay & Singh (2006), Khan et al. (2007), and Khan & 
Rizvi (2008) observed that though reliable, the scale was not valid in the context of 
India. 
2.5 The Relationship between Consumer Ethnocentrism and Other 
Constructs 
Studies reveal that ethnocentrism is closely related to a number of socio-
psychological variables, such as cultural openness, consumer nationalism, 
internationalism, patriotism, conservatism and collectivism/individualism (Forbes, 
1985; Hui & Triandis, 1986; Daser & Meric, 1987; Han, 1988; Han & Terpstra, 
1988; Triandis, Brislin, & Hui, 1988; Herche, 1994; Sharma et al., 1995; Nielsen & 
Spence, 1997; Shimp & Sharma, 1987; Balabanis et al., 2001; Moon & Jain, 2002). 
Sharma et al. (1995) identified a negative relationship between cultural openness 
and consumer ethnocentrism. They defined cultural openness as awareness, 
understanding, and acceptance of other cultures. They based their research on earlier 
country-of-origin studies, which demonstrated that the more a consumer had been 
exposed to foreign cultures, the more the consumer was willing to accept imported 
goods (Howard, 1989). In a later study, Balabanis et al. (2001) found no relationship 
between ethnocentrism and internationalism. However, though related to cultural 
openness, internationalism is more a concern about the welfare of people of other 
countries and as such may not have a strong effect on a personal, purchase-related 
decision. 
Given that it has been proved that patriotism (pride in one's own country) has a 
significant effect on choosing between national and foreign products, it is to be 
expected that consumer ethnocentrism influences choice likewise (Forbes, 1985; 
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Daser & Meric, 1987; Han, 1988). Consumer ethnocentrism carries the notion of 
consumers' patriotic emotions (Herche, 1994) and is high when a consumer is 
emotionally involved/ engaged when buying imported products (Crawford & Lamb, 
1981). Han & Terpstra (1988) showed that consumers' patriotic emotions play a 
significant role in their choice of domestic versus foreign products. Patriotism was 
investigated by country-of-origin researchers to identify effects on preferences for 
domestic over imported goods (Wang, 1978; Hooley, Shipley & Krieger, 1988; 
Howard, 1989). Han (1988) and Sharma et al. (1995) confirmed the effects of pride 
on ethnocentrism in a study which found that patriotic consumers tended to be more 
ethnocentric than nonpatriotic consumers. Nielsen & Spence (1997) obtained similar 
results for consumers who had not served in the military. 
Balabanis et al. (2001) found that patriotism had a positive relationship with 
ethnocentrism, but only for one of the two samples surveyed. They concluded that 
the effect of patriotism on ethnocentrism may vary from country to country, often 
because of historical events. Along these same lines, the existence of a relationship 
between dogmatism and a preference for foreign products has been shown 
(Anderson & Cunningham, 1972), along with a relationship between dogmatism and 
a preference for products from culturally-similar countries (Tongberg, 1972). This is 
coherent with the link between dogmatism and patriotism (Chesler & Schmuck, 
1964, 1969). Shimp & Sharma (1987) noted that consumer ethnocentrism correlates 
with patriotism, politico-economic conservatism, and dogmatism. Accordingly, a 
consumer who has a high ethnocentric tendency will be dogmatic and not open to 
foreign culture, so s/he will have generally unfavorable attitudes toward particular 
foreign countries (Moon & Jain, 2002). 
A positive relationship was found by country-of-origin researchers between 
conservatism and attitudes toward foreign products (Anderson & Cunningham, 
1972; Wang, 1978). A conservative consumer typically exhibits characteristics such 
as religious fundamentalism, pro-establishment orientation, insistence on strict rules 
and punishments, preference for the conventional, and anti-hedonic outlook (Wilson 
& Patterson, 1968). Based on these findings, Sharma et al. (1995) concluded there is 
a positive relationship between ethnocentrism and conservatism. 
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Collectivism/individualism is another socio-psychological variable used in past 
research as an antecedent to consumer ethnocentrism. In the field of psychology, 
extensive research has revealed differences between coUectivist cultures and 
individualistic cultures (Hui & Triandis, 1986; Triandis et al, 1988). Collectivistic 
persons are likely to show ethnocentric tendencies because they consider their 
actions in relation to their societal group. Individualistic persons, on the other hand, 
will act for their own benefit and will show lesser degrees of ethnocentrism. These 
findings were confirmed in a study conducted by Sharma et al. (1995). These 
researchers found that collectivistic consumers show more ethnocentric tendencies. 
For many authors, the choices of the consumer are often influenced by factors of an 
emotive nature; factors that can be, under certain circumstances, quite independent 
of knowledge (Bettman, 1981; Cohen, 1981; Zajonc & Markus, 1982; Gardner, 
1985). From this "affective" paradigm of information processing, it would seem that 
consumers tend to evaluate national and foreign products differently depending on 
their level of ethnocentrism. However, it has been shown that the strength of 
emotions when evaluating products varies from one person to the next (Bettinghaus, 
1973; Burnett & Wilkes, 1980). Therefore, the impact on evaluations as regards 
emotions based on dogmatism, patriotism or ethnocentrism can equally vary 
(Stayman & Deshpande, 1989). Generally, the effect of ethnocentrism on consumer 
behavior can be determined by certain conditioning factors such as previous states or 
social background (Waheeduzzaman & Marks, 1989). 
Empirical studies on consumer ethnocentrism have attempted to explore its product-
specific nature with respect to the level of pfoduct involvement, perceived product 
necessity and the extent to which foreign-made products represent a perceived threat 
to consumers' personal welfare or that of the nation (Kaynak & Cavusgil, 1983; 
Herche, 1992, 1994; Sharma ef a/., 1995; Lee & Ulgado, 1996; Ruyterera/., 1998). 
Researchers have also tried to assess the applicability of the concept to the service 
industry (Freeman & Jahshan, 2001, Speece & Pinkaeo, 2002, Nijssen & Herk, 
2005). 
Consumer ethnocentrism concept and the CETSCALE largely contribute to the 
growing body of knowledge about country of origin effects (Shimp & Sharma, 
1987; Netemeyer et al, 1991; Sharma et al, 1995). Some studies have shown the 
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existence of an important interaction of consumer ethnocentrism and country of 
origin on consumer attitudes (Bilkey &. Nes, 1982; Myers, 1995). More specifically, 
it was found that ethnocentric consumers were less likely to prefer Japanese cars 
over domestically produced automobiles (Shimp, 1984; Stoltman, Lim & Morgan, 
1991; Douglas & Boeckman, 1987). Consumer ethnocentrism is often confiised with 
"country-of-origin bias" although the two topics are distinct and independent of each 
other (Shankarmahesh, 2006). Table 2.1 presents a marketing mix strategy that can 
be used to manage COO effects. From the table one can infer that if the COO effects 
are positive in a country, the country can take advantage of this effect and can 
emphasize on the product's origin. As consumers have a positive image for the 
country, they are ready to pay any price for the product. Manufacturers can set the 
price of the product as per their choice. They can use promotional themes and 
campaigns that highlight the 'Made-in' label for their product. On the other hand, if 
the origin of the product has a negative image, firms should focus more on their 
brand names and set a reasonable price of the product so as to attract the customers. 
They should establish supply chain partners as the consumers may directly be not 
aware then of the origin of the product. If they set up an exclusive location, it may 
have a distinct identity and this may not be an appropriate strategy to target the 
consumers having a negative image of the product. 
Table 2.1: Marketing Mix Strategy to Manage COO Effects. 
Marketing Mix 
Product 
Price 
Place (Channel of Distribution) 
Promotion 
Country Image 
Positive 
Emphasize 'Made-in' 
Premium Price 
Exclusive Location 
Country Image 
Nation Sponsored 
Negative 
Emphasize Brand Name 
Low price to attract Value 
Establish Supply Chain Partners 
Brand Image 
Manufacturer Sponsored 
Source: Mohammad, O., Ahmed, Z.U., Honeycutt, ED.Jr., & Tyebkhan, T.H. (2000). Does 'Made 
In ' Matter to Consumers? A Malaysian Study of Country of Origin Effect Multinational 
Business Review, Fall, 69-73. 
However, Stoltman et o/. (1991) showed that consumer ethnocentrism did not have 
an overpowering influence on the judgments and choices of consumers and may, in 
reality, operate dynamically or contingently. This study demonstrates that consumer 
ethnocentrism can be, to a certain extent, situational, in relation to its true 
manifestation in consumer behavior. Moon & Jain (2002) found in their study that 
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consumer ethnocentrism affects country attitudes and country- of-origin perceptions 
negatively. 
The relationsiiip between ethnocentrism and purchase behavior has been 
investigated in several studies. Herche (1992) found that, for US owners of autos 
and PCs, the CETSCALE was a better predictor of import buying behavior than 
demographic variables. Studies have revealed that consumer ethnocentrism affects 
actual purchase behavior and that consumers who claim that they consciously buy 
domestic products in fact purchase more domestic products (Garland 8c Coy, 1993; 
Shoham & Brencic, 2003). However, McLain & Stemquist (1991), in a post-
purchase survey, found that US consumers exhibiting high levels of ethnocentric 
tendency were no more likely to purchase domestic products than consumers with 
low levels of ethnocentric tendency. In another study of Russian and Polish 
consumers by Good & Huddleston (1995), there was no significant relationship 
between ethnocentric tendency and purchase Intent for apparel products from 
different countries. 
Hamin & Elliott (2006) found in their study that the consumer ethnocentric scores, 
while indicative of general consumer sentiment, may not be a reliable predictor of 
actual purchase behavior. Fischer & Byron (1997) also arrived at similar conclusions 
based on their study. In their study on Australia, Elliott, Cameron & Acharya (2003) 
found that for the majority of the population, consumer ethnocentrism was not a 
major factor influencing the choice of the domestic product. While in their study 
focusing on Czech Republic, Orth «& Firbasova (2002) found that it was a strong and 
significant predictor of consumer product evaluations. Chakrabarty & Conrad (2004) 
found in US that neither does consumers' level of involvement in products generally 
moderate the effect of ethnocentrism on purchase intentions, nor does consumers' 
perception of quality. Recently, Nguyen, Nguyen «& Barrett (2008) found in Vietnam 
that consumer ethnocentrism is negatively related to product judgment vis-a-vis 
imported products and positively related to intention to purchase local products. 
Theoretically, it has frequently been suggested (Shimp & Sharma, 1987) that high 
levels of national heritage, or a sense of cultural homogeneity, would be associated 
with a tendency toward ethnocentrism. Therefore, ethnocentrism was included in the 
national identity framework as a means of accounting for the importance placed on 
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maintaining culturally-centered values and behaviors (Keillor & Hult, 1999; Cui & 
Adams, 2002, Phau & Chan, 2003). Researchers have also associated the idea of 
ethnocentrism with nationalism (Han, 1988; Hung, 1989), xenophobia, national or 
racial superiority (Adomo et al., 1950; Cashdan, 2001) and animosity (Klein et al., 
1998; Klein & Ettenson, 1999; Cmjak-Karanovic, Pecotich & Renko, 2005). 
Apart from studies related to these variables, consumer ethnocentrism has also been 
used with other variables. A study done by Kaynak & Kara (2001) found significant 
relationships between the lifestyle dimensions of Kyrgyz and Azeri consumers and 
their ethnocentric levels. As Kyrgyz and Azeri consumers become more fashion 
conscious, more adventurous and more perfectionist, they became less ethnocentric. 
On the other hand, as Kyrgyz and Azeri consumers became more homemaker, more 
community-oriented, more price-conscious and more dependent, they became more 
ethnocentric. Similarly, Kucukemiroglu (1999) and Kucukemiroglu, Kara & Harcar 
(2005) found in their study that several lifestyle dimensions exist among Canadian 
and Turkish consumers, respectively which have an influence on their ethnocentric 
buying tendencies. Another study conducted in Russia by Supphellen & Gronhaug 
(2003) found that the effect of Western brand personalities on brand attitudes 
depends on the level of consumer ethnocentrism in the target market. Balabanis et 
al. (2002) in their study showed that human values are a better predictor of 
consumer ethnocentrism. 
2.6 Consumer Ethnocentrism and Demographics 
Studies related to import purchasing behavior and consumer ethnocentrism have 
looked at the demographics of the respondents as a separate set of antecedents. The 
advantage of using demographic antecedents lies in the opportunities of segmenting 
consumers according to their favorable and unfavorable disposition to foreign 
products (Shankarmahesh, 2006). In this context, studies by Al-Sulaiti & Baker 
(1998) and Shankarmahesh (2006) regarding demographic variables are worth 
mentioning. Numerous efforts have been made to understand association between 
age, income, occupation, education and gender vis-a-vis ethnocentric tendency. 
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In particular, consumer ethnocentric people reflect significantly lower education, 
income, and social class levels (Shimp, 1984). In the first examination of the 
consumer ethnocentrism concept, Shimp & Sharma (1987) classified respondents 
into 'ethnocentrics' or 'nonethnocentrics' based on their responses to the question, 
'Please describe your views of whether it is right and appropriate for American 
consumers to purchase products that are manufactured in foreign countries.' 
Consumer ethnocentrics were found to have significantly lower educational 
achievements, incomes and social class attainment than nonethnocentrics. On the 
other hand, consumers with relatively higher levels of income and education were 
more likely to be nonethnocentric. Therefore, consumer demographics are 
considered to have an impact on consumer ethnocentrism (Durvasula et ai, 1997). 
2.6.1 Age 
The argument for a positive relationship between age and CETSCORE is based on 
increased cosmopolitanism in recent years and its socio-cultural influence on the 
belief patterns of the youth (Shankarmahesh, 2006). Though empirical evidence is 
mixed. In most of the studies, it has been established that older people are more 
ethnocentric than younger people because of their conservative views, their 
preference for domestic products and negative attitude toward foreign products, and 
they are less inclined toward imports (Schooler, 1971; Bannister & Saunders, 1978; 
Wall & Heslop, 1986; Han, 1988; Wall et. al., 1988; McLain & Stemquist, 1991; 
Nielsen & Spence, 1997; Vida & Plassman 1998; Kucukemiroglu, 1999; Vida & 
Fairhurst, 1999; Huddleston, Good & Stoel, 2000; Balabanis et al, 2001, 2002; Orth 
& Firbasova, 2002). Similar results were obtained by Douglas & Nijssen (2003) in 
The Netherlands. 
Also, Caruana & Magri (1996), Vida & Reardon (1997), Klein & Ettenson (1999), 
Nijssen et al. (1999), Lindquist et al. (2001), and Vida & Dmitrovic (2001) found in 
their studies that older people are more ethnocentric as compared to younger people. 
Good & Huddleston (1995) in Poland, Watson & Wright (2000) in New Zealand, 
Lee, Hong & Lee (2003) in US, Supphellen & Gronhaug (2003) in Russia, Hamin & 
Elliott (2006) in Indonesia, and Chryssochoidis et al. (2007) in Greece arrived at 
similar results. 
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Further, positive and significant correlation between age and CETSCORE were 
found by Domoff, Tankertsley & White (1974), Herche (1992), Shimp &. Sharma 
(1987), Han (1988), Caruana & Magri (1996), McLain & Stemquist (1991), Ruyter 
et al. (1998), and Zieba & Ertmanski (2006). Similar results were obtained by 
Witkowski (1998) in Hungary and Mexico, Supphellen & Rittenburg (2001) in 
Poland, Javalgi et al. (2005) in France, and Bandyopadhyay & Saevarsdottir (2001) 
in Iceland. 
Falkowski, Roznowski & Witkowski (1996) found that age was statistically 
significant correlate of ethnocentrism. Similarly, Orth &, Firbasova (2002) found that 
age was the most significant predictor while evaluating the product used in their 
study. Piron (2002) found that age is a variable with high discriminating power 
among consumers in terms of their ethnocentrism. Yu & Albaum (2002) found in 
Hong Kong that age was able to distinguish between the high and low ethnocentric 
consumers. 
However, in studies by Good &, Huddleston (1995) in Russia, Sharma et al. (1995) 
in Korea, Bandyopadhyay & Muhammad (1999) in India &. Bangladesh, Klein & 
Ettenson (1999) in US, Balabanis et al. (2001) in Czech Republic, O'Cass & Lim 
(2002) in Singapore, Philp & Brown (2003) in Australia, Bawa (2004) in India, 
Upadhyay & Singh (2006) in India, and Alami, Polyakova & Polyakov (2007) in 
Russia, statistically significant relationship between age and CETSCORE was not 
found. Similarly, Imbert, Jiddou, Kumar, Murillo & Zhao (2003) found that age 
failed to display a strong correlation, and showed that the less ethnocentric groups 
were the "mid-aged" (25 to 35 years old) for both Russia and the United States. 
However, the younger and older groups were highly ethnocentric indicating that age 
is not a strong predictor of CETSCORE. 
Other studies say that older people tend to evaluate foreign products more favorably 
than do younger people (Smith, 1993; Bailey & de Pineres, 1997). Grant & Wren 
(1993) found in US that older students tend to report less ethnocentric bias, 
indicating that age is negatively related to ethnocentrism. Similar results were 
reported in studies done by Schooler (1971), Bannister & Saunders (1978), and 
Clarke e/a/. (2000). 
29 
2.6.2 Income 
Income was found as an important demographic variable in many studies (Sharma et 
al., 1995; Falkowski et al., 1996; Piron, 2002; Bailey & de Pineres, 1997; Yu & 
Albaum), while it was found of questionable importance in studies conducted by 
Han (1990), McLain & Stemquist (1991), and Javalgi et al. (2005). Wall, Hofstra & 
Heslop (1990) found that there was a strong relationship between income level and 
positive attitudes towards imported products. Good & Huddleston (1995), Sharma et 
al. (1995), and Bailey & de Pineres (1997) found that the higher the income, the less 
likely it was that the consumer would buy domestic products. Also, high-income 
consumers were generally found to react more favorably toward foreign products 
and more negative attitudes towards domestic products (Wang, 1978; Wall & 
Heslop, 1986). 
A majority of studies (Shimp & Sharma, 1987; Herche, 1992; Sharma et al., 1995; 
Bruning, 1997; Vida & Reardon, 1997; Kucukemiroglu, 1999; Vida & Dmitrovic, 
2001; Lindquist et al., 2001; Balabanis et al., 2001, 2002) point to a negative 
correlation between income levels and CETSCORE. Additional studies done by 
Good & Huddleston (1995) in Poland, Klein & Ettenson (1999) in US, Supphellen 
& Rittenburg (2001) in Poland and Lee et al. (2003) in US, also displayed the same 
results. Increased income levels provide more opportunities for travel and purchase 
of foreign products thus resulting in more cosmopolitan views (Sharma et al., 1995). 
Watson & Wright (2000) found in New Zealand that respondents with high levels of 
consumer ethnocentrism were less wealthy than respondents with low levels of 
consumer ethnocentrism. 
However, other studies have not been able to demonstrate significant relationship 
between income and consumer ethnocentrism (Han, 1988; Witkowski, 1998; Hamin 
& Elliott, 2006; Nguyen et al., 2008). While in the context of Russia, Good & 
Huddleston (1995) and Alami et al. (2007) did not observed effects of income on 
levels of consumer ethnocentrism. The relationship between higher income and 
lower CE was also not confirmed in Caruana & Magri's (1996) study. Ruyter et al. 
(1998) too found no significant positive relationship between income level and 
consumer ethnocentrism. Other studies (Tan & Farley, 1987; Clarke et al., 2000; 
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Balabanis et ai, 2001) reported a positive relationship between income and 
CETSCORE. 
2.6.3 Religion 
According to Alami et al. (2007) factors such as religion may be have a significant 
bearing on the ethnocentric tendencies. As far as this demographic variable is 
concerned, not many studies have explored its impact on ethnocentrism. Two studies 
were reviewed and both had contrasting results. Kaynak & Kara (2002) found in 
their study on Turkey that religiosity does have an impact on consumer 
ethnocentrism. While Javalgi et al. (2005) in their study on France, found that 
religion does not have an important role to play in the understanding of purchase 
behavior. The paucity of literature concerning the variable necessitated the inclusion 
of this variable in the present study. 
2.6.4 Socio-economic Status 
To the extent social class is correlated with income, one can extend the conclusions 
regarding income and CETSCORE to social class. That is, one can hypothesize that 
ethnocentric tendencies tend to fall as consumers move up the social ladder 
(Shankarmahesh, 2006). This is what most of the studies have found for the income 
variable when related to ethnocentrism. Studies done by Shimp & Sharma (1987), 
Han (1988), Klein & Ettenson (1999), Nijssen et al. (1999), and Philp & Brown 
(2003) found support for the above hypothesis. However, studies done by Caruana 
& Magri (1996) and Bawa (2004) did not find any class differences in CETSCORES 
in India. Another important thing to note is that the results obtained for SEC should 
be given greater credence than those obtained for income owing to rampant 
misreporting of income in India (Bawa, 2004). 
2.6.5 Education 
One of the influential demographic variable that has an impact on ethnocentrism is 
the level of education (Festervand, Lumpkin & Lundstrom, 1985; Falkowski et al, 
1996; Yu & Albaum, 2002). But for a few exceptions, the findings on the 
relationship between education levels and CETSCORE have almost been 
consistently pointing to a negative relationship (Domoff e^  al., 1974; Festervand et 
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al, 1985; Shimp & Sharma, 1987; Nishina, 1990; Herche, 1992; Sharma et ai, 
1995; Good & Huddleston, 1995; Caruana & Magri, 1996; Klein & Ettenson, 1999; 
Kucukemiroglu, 1999; Balabanis et al., 2001, 2002; Piron, 2002; Orth & Firbasova, 
2003; Imbert et al., 2003; Philp & Brown, 2003). Bandyopadhyay & Muhammad 
(1999) also found negative relationship between educational level and consumer 
ethnocentrism in India. The underlying rationale is that more educated people are 
less likely to have ethnic prejudices (Watson & Johnson, 1972), tend to be less 
conservative (Ray, 1983, 1990), likely to be less patriotic (Rose, 1985), are more 
likely to have positive attitudes toward imported products (Greer, 1971; Schooler, 
1971; Anderson & Cunningham, 1972; Domoff et ai. 1974; Wang, 1978; 
Festervand et ai, 1985; Wall & Heslop, 1986; Al-Hammad, 1988; Wall, Liefield & 
Heslop, 1991; Good & Huddleston, 1995; Sharma et al., 1995) and are more 
negative towards quality of domestic products (Wall & Heslop, 1986). 
Likewise McLain & Stemquist (1991) and Bailey & de Pineres (1997) found that as 
the education level increased, the level of consumer ethnocentricity displayed by the 
respondents decreased. Witkowski (1998) found in their study that education was 
negatively correlated for both the Mexicans and Hungarians but was not significant 
for the Hungarians. Good & Huddleston (1995), Vida & Reardon (1997), Watson & 
Wright (2000), Vida & Dmitrovic (2001), Lindquist et al. (2001), Lee et al. (2003), 
and Hamin & Elliott (2006) found lower educated people to be more ethnocentric 
than people with higher level of education. Ruyter et al. (1998) and Chryssochoidis 
et al. (2007) found that persons with higher levels of education are significantly less 
consumer ethnocentric than persons with average/low educational levels. 
However, studies such as Han (1988) did not find education to be a significant factor 
in explaining consumer patriotism. Balabanis et al. (2001) found no relationship 
between education and ethnocentrism in Czech. Studies done by Tongberg (1972), 
Javalgi et al. (2005), Alami et al. (2007), and Nguyen et al. (2008) did not support 
the contention that education level affects the level of ethnocentrism. 
Bandyopadhyay & Muhammad (1999) found that consumer ethnocentrism is not 
related to education in Bangladesh. In India, Bawa (2004) and Upadhyay & Singh 
(2006) also did not find any relationship between education and consumer 
ethnocentrism. 
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2.6.6 Gender 
Gender has also played a role in differentiating the "made in" image (Wall &. 
Heslop, 1986; Wall et al., 1989). Many studies support the proposition that women 
have higher ethnocentric scores than men (Bruning, 1997; Sharma et al., 1995). 
Females generally tend to show a more positive country of origin bias towards 
domestic products than males (Heslop & Wall, 1985; Lawrence, Marr & 
Prendergast, 1992; Good & Huddleston, 1995; Sharma et al., 1995). Studies in the 
United States (Howard, 1989) and Canada (Wall & Heslop, 1986) have shown that 
women rate domestic products more favorably than men. The underlying logic is 
that women are more conservative, conformist, patriotic (Eagly, 1978; Wall & 
Heslop, 1986; Han, 1988; Sharma et al., 1995) and collectively concerned about 
maintaining social harmony and positive feelings among group members (Triandis, 
Leung, Villareal & Clack, 1985). 
Studies done by Festervand et al. (1985), Shimp & Sharma (1987), Han (1988), 
Sharma et al. (1995), Bruning (1997), Nielsen & Spence (1997), Ruyter et al. 
(1998), Hult &. Keillor (1994), Klein & Ettenson (1999), Kucukemiroglu, (1999), 
Nijssen et al. (1999), Vida & Fairhurst (1999), Huddleston et al. (2000,2001), Vida 
& Dmitrovic (2001), and Balabanis et al. (2001, 2002), showed that women exhibit 
more ethnocentric tendencies than men. Similarly, studies done by Good & 
Huddleston (1995) in Poland, Bandyopadhyay & Muhammad (1999) in India, Klein 
& Ettenson (1999) in US, Watson & Wright (2000) in New Zealand, Lee et al. 
(2003) in US, Philp & Brown (2003) in Australia, Javalgi et al. (2005) in France, 
Hamin & Elliott (2006) in Indonesia, and Clarke et al. (2000) in Mexico, Australia, 
France & US, also found that women exhibit more ethnocentric tendencies than 
men. 
However, some researchers have found no significant gender differences (Anderson 
& Cunningham, 1972; Domoff e/ al., 1974; McLain & Stemquist, 1991; Caruana & 
Magri, 1996; Ruyter et al., 1998; Vida & Plassman, 1998; Balabanis et al., 2001; 
O'Cass & Lim, 2002). Similar resuhs were obtained for Russian consumers (Good 
& Huddleston, 1995 and Alami et al., 2007), Bangladeshi consumers 
(Bandyopadhyay & Muhammad, 1999), consumers of Iceland (Bandyopadhyay & 
Saevarsdottir, 2001), consumers of Poland (Supphellen & Rittenburg, 2001), and 
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Vietnami consumers (Nguyen et a/.,2008). In India also, there were no significant 
differences between both the genders (Bawa, 2004 and Upadhyay & Singh, 2006). 
There were few studies that have found men to be more ethnocentric than women 
(Bannister & Saunders, 1978; Imbert et al, 2003). Schooler (1971), Domoff e/ al. 
(1974), and Hult et al. (1999) report that women have a more favorable evaluation 
of products coming from abroad than men. 
2.6.7 Occupation 
Wall & Heslop (1986) and Klein & Ettenson (1999) found negative relationship 
between occupation and consumer ethnocentrism. Caruana & Magri (1996) found 
that occupation has no effect on ethnocentrism. Similarly, Anderson & Curmingham 
(1972) found that the acceptance of foreign products did not increase depending on 
the occupation. In her study, focusing on India Bawa (2004) too did not find 
significant differences in the levels of ethnocentrism depending on the occupation of 
the respondents. 
2.7 Consumer Ethnocentrism and Personality Theory 
Personality has many meanings. In consumer studies, personality is defined as 
consistent responses to environmental stimuli (Kassarjian, 1971). Personality 
theories are meant to describe enduring patterns of behavior (Assael, 2001). Quite 
often, the focus is on aberrant, rather than, typical behavior. There are three major 
theories to measure personality: Psychoanalytic theory, Socio-psychological theory 
and Trait-factor theory. The theory of interest in the present case fi-om the point of 
view of consumer ethnocentrism was the Trait-factor theory. Trait factor theory is a 
quantitative approach to personality, which postulates that an individual's 
personality comprises predispositional attributes called traits. A trait is any 
distinguishable, relatively enduring way in which one individual differs from 
another (Blackwell et al, 2003). 
As suggested by Loudon & Bitta (1993), there are three assumptions that delineate 
the Trait-factor theory: 
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1. individuals possess relatively stable behavioral tendencies, 
2. people differ in the degree to which they possess these tendencies, and 
3. when identified and measured, these relative differences between individuals 
are useful in characterizing these personalities. 
It is assumed that traits are common to many individuals and vary in absolute 
amounts among individuals and therefore can be used to segment markets 
(Blackwell et al., 2003). Number of studies have used personality traits to segment 
markets (Assael, 2001). It is also assumed that ihese traits are relatively stable and 
exert fairly universal effects on behavior regardless of the environmental situation. It 
follows then that they can predict a wide variety of behaviors. The final assumption 
asserts that traits can be inferred from the measurement of behavioral indicators 
(Blackwell et al, 2003). 
Some studies have used the CETSCALE to analyze the potential relationships 
between consumer ethnocentrism, consumer personality type and the components of 
subjective norms (Marks & Tharp, 1990). The CAD-Scale developed by Cohen 
(1967) was used to examine the relationship between consumer ethnocentrism and 
the type of personality. No correlation was found between consumer ethnocentrism 
and the three types of personality established from applying the CAD-Scale (i.e. 
compliant, aggressive and detached). Furthermore, it was hypothesized that 
personality type would mediate in the relationship between consumer ethnocentrism 
and subjective norms (Fishbein & Ajzen, 1975). Tharp & Marks (1990) found that 
both normative beliefs and consumer susceptibility to normative influences were 
closely related to consumer ethnocentrism. Those consumers who felt that their 
relevant others had negative opinions of foreign products scored higher on the 
CETSCALE. 
Another prominent type of personality traits that have so far not been examined in 
relation to consumer ethnocentrism are the Big Five Personality traits. It is a 
multitrait personality theory that specifies several traits that in combination capture a 
substantial portion of the personality of the individual (Digman, 1990; John, 1990; 
Costa & McCrae, 1992; McCrae & John, 1992; Hawkins, Best & Coney, 2003). 
These traits have been found to be of great importance in understanding and 
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predicting human behavior (Roffe, 2005). Personality psychologists were asked to 
accept the specifics of the Big Five orthogonal factors and to use these factor 
dimensions as the conceptual structure for descriptively representing different 
personalities (Hu, 2004). The knowledge of these Big Five Personality traits is 
useful. 
Consensus is emerging that a five-factor model of personality, often termed the "Big 
Five" (Goldberg, 1990), can be used to describe the many salient aspects of 
personality. For example, research shows that companies that use knowledge of 
personality as part of their selection procedures have higher productivity, less 
employee turnover, and higher employee satisfaction than those that don't (Roffe, 
2005). The Big Five can be found in virtually any measure of personality (e.g., 
McCrae & John, 1992), including the analysis of trait adjectives in many languages, 
and decisions made by expert judges based on existing measures (Mount & Barrick, 
1995). Evidence indicated that the Big Five is fairly heritable and stable over time 
(Costa & McCrae, 1988; Digman, 1989), although the environment undoubtedly 
plays a role. McCrae &. John (1992) claimed that "we believe its long history, cross-
cultural replication, and empirical validation across many methods and instruments 
make the five-factor model a basic discovery of personality psychology- core 
knowledge upon which other findings can be built". The Big Five factor model has 
proven usefial in such areas as understanding bargaining and complaining behavior 
(Harris & Mowen, 2001) and compulsive shopping (Mowen & Spears, 1999). There 
is evidence that it may have validity across cultures (Na & Marshall, 1999). The 
advantage of a multitrait approach like the Big Five Personality traits is the fuller 
picture it allows of the determinants of behavior (Hawkins et al., 2003). Thus, it was 
felt that there is a need to assess the relationship between the Big Five Personality 
traits and consumer ethnocentrism. 
The dimensions composing the five-factor model are detailed as follows: 
Extraversion represents the tendency to be sociable, assertive, and experience 
positive affect such as energy, zeal, and excitement. Agreeableness is the tendency 
to be trusting, compliant, caring, and gentle. Conscientiousness comprises of two 
related facets - achievement and dependability - and has been found to be the major 
component of integrity. Neuroticism (inverse of emotional stability) represents the 
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tendency to exhibit poor emotional adjustment and experience negative affect such 
as anxiety, insecurity, and hostility. Openness is the disposition to be imaginative, 
unconventional, and autonomous (Hogan & Ones, 1997). 
As cited in Loudon & Bitta (1993), Kassarjian & Sheffet (1991) after reviewing 
more than 300 personality studies conducted in consumer research found that 
although few studies indicate a strong relationship between personality and aspects 
of consumer behavior, some studies indicate no relationship and vast majority of 
studies suggest that if a relationship does exist, it is so weak that it is of little 
practical value to the marketers. 
Consumer behavior researchers have seen drawbacks in using personality 
characteristics to explain purchasing behavior. Researchers largely abandon the use 
of personality measures after many studies failed to yield meaningfiil results 
(Solomon, 2007). Kassarjian (1971) and Solomon (2007) gave some limitations of 
personality measures. They explained that many instruments originally intended to 
measure gross (overall) personality characteristics such as sociability, emotional 
stability, introversion or neuroticism to make predictions about purchases of specific 
brands. Personality tests are often developed for specific populations (e.g. mentally 
ill people), these test are then borrowed and applied to general population where 
their relevance is questionable. In other words, the variables that lead to the 
assassination of a president, confinement in a mental hospital, or suicide may not be 
identical to those that lead to the purchase of a washing machine, a pair of shoes or a 
chewing gum. 
2.8 Degree of Consumer Ethnocentrism 
Previous studies have investigated the degree of consumer ethnocentrism in the USA 
(Shimp & Sharma, 1987; Durvasula et al, 1997), Germany, France, Japan 
(Netemeyer et al, 1991), Russia (Durvasula et al, 1997), New Zealand (Watson & 
Wright, 2000), Mexico, Australia, France & US (Clarke, 2001), Australia (Acharya 
Sc Elliott, 2003), and Yugoslavia (Vida & Dmitrovic, 2001). Recent studies have 
been conducted in India and Russia (Ghose, 2001a), India and China by Pereira et 
al (2002), Russia and US by Imbert et al (2003), Australia by Philp & Brown 
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(2003), the Czech Republic by Orth & Firbasova (2003), China by Wang &. Chen 
(2004), Israel by Shoham & Brencic (2003), India by Bawa (2004), Indonesia by 
Hamin & Elliott (2006), Australia by Ettenson & Klein (2005), India by Upadhyay 
& Singh (2006), Australia by Yelkur et al. (2006), Greece by Chryssochoidis et al. 
(2007), India 8c Pakistan by Khan et al. (2007), and India by Khan & Rizvi (2008), 
to name a few. The degree of consumer ethnocentrism among the consumers can be 
easily interpreted from the total CETSCORE. The mean scale value of CETSCALE 
is taken as the indicator of the intensity of ethnocentrism. 
2.9 Consumer Ethnocentrism in India 
A thorough review of literature revealed that very few studies have been conducted 
on consumer ethnocentrism in the Indian context (Ghose, 2001b; Bawa, 2004; 
Upadhyay & Singh, 2006; Khan & Rizvi, 2008). Cross cultural studies have been 
conducted by Anwar (2002) and Khan et al. (2007) in India and Pakistan, 
Bandyopadhyay & Muhammad (1999) in India and Bangladesh, Ghose (2001a) in 
India and Russia, and Pereira et al. (2002) in China, Taiwan and India. 
The studies conducted in India (Bawa, 2004; Upadhyay & Singh, 2006; Khan 8c 
Rizvi, 2008) did not find the scale to be unidimensional. They also reported that the 
level of ethnocentrism in India was comparable to the samples of the developed 
world. Further, Bawa (2004) discussed that socio-demographic variables fail to 
adequately explain the phenomenon of consumer ethnocentrism in India. Upadhyay 
& Singh (2006) found in India that the ethnocentric tendency of Indians is not 
associated with their age, gender and educational level. The findings correspond to 
findings of many other studies (Wang, 1978; Tongberg, 1972; Domoff e/a/., 1974; 
Vida & Plassman, 1998), which suggest that the impact of age, gender and level of 
education on ethnocentric tendency of people is insignificant. 
Bandyopadhyay & Muhammad (1999) found the scale to be unidimensional both in 
India and Bangladesh. Similarly, Anwar (2002) also found the scale to be 
unidimensional in India and Pakistan. However, Khan et al. (2007) did not find the 
scale to be unidimensional in India as well as Pakistan. As far as demographic 
variables are concerned, Bandyopadhyay & Muhammad (1999) found in their study 
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that there was no relationship between age and ethnocentrism in both India and 
Bangladesh. They also found that ethnocentrism varied with gender and educational 
level in India, but not in Bangladesh. Ghose (2001a) found significant results in 
India but not in Russia with respect to consumer ethnocentrism and favorable 
country of origin image. Pereira et al. (2002) found that Chinese consumers showed 
more ethnocentric tendencies than Indian consumers. 
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CHAPTER 3 
THE METHODOLOGY 
This chapter begins with a brief explanation as to why there was a need to conduct 
this study followed by the objectives of the research. Next section discusses the 
rationale for selecting these occupational groups for the present study. The research 
design has been explained in detail covering the research instrument used in the 
study, pilot testing of the research instrument and steps involved in data collection. It 
also discusses the issue of dimensionality of CETSCALE, procedure involved in 
refining the CETSCALE and assessment of its reliability and validity. It includes 
section on relationship of ethnocentrism with demographic variables and personality 
traits; the prevalent levels of consumer ethnocentrism in India have been compared 
with previous studies. The sampling plan discusses in detail the methodology 
adopted in generating responses from each of the occupational groups leading to the 
final sample obtained after data cleaning. The respondent characteristics have also 
been described in terms of demographics. The hypotheses generated for the purpose 
of achieving the objectives of the study are listed. Finally, the method of analysis 
adopted in the present research has been discussed followed by a section on 
limitations of this research. 
3.1 Need for the Study 
As already discussed, CETSCALE (Consumer Ethnocentric Tendencies Scale) was 
developed to measure the consumer ethnocentric construct (Shimp & Sharma, 1987) 
in the context of US. Netemeyer et al. (1991) focused on the psychometric 
properties of the CETSCALE in a cross-national analysis of samples from the US, 
France, Japan, and West Germany, and it showed its invariant unidimensional 
structure across the four countries. The teams of Shimp & Sharma (1987) and 
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Netemeyer et al. (1991) suggested that further research would be necessary to 
validate the CETSCALE in other countries. A person's feelings and perceptions 
about the acceptability of purchasing foreign goods have been measured in a number 
of studies in US and other developed nations using the scale (e.g. Hult & Keillor, 
1994; Good & Huddleston, 1995; Sharma et al, 1995; Bailey & de Pineres, 1997; 
Durvasula et al., 1997; Ruyter et al, 1998; Plank & Lindquist, 1999; Steenkamp & 
Baumgartner, 1998; Supphellen & Rittenburg, 2001). Herche (1994) has suggested 
that there are consumer ethnocentric tendencies with regard to all of the marketing 
mix variables and these too affect decisions on acceptability of imported products. 
Hence, one of the considerations that marketers must address when attempting to 
offer goods or services in lands other than their own is the level of consumer 
ethnocentrism that exists (Lindquist et al, 2001). Despite its strong theoretical 
underpinnings and powerful implications for marketing practitioners, this research 
stream has seen relatively little application as compared to the numerous 'country-
of-origin' studies (Vida & Fairhurst, 1999). 
There is scarcity of literature on the subject in the context of developing nations. 
Few empirical cross-cultural studies that have been reported pertain to India, 
Bangladesh, China, Pakistan (Klein et al, 1998; Bandyopadhyay & Muhammad, 
1999; Ghose, 2001b; Pereira et al, 2002; Anwar, 2002; Bawa, 2004; Upadhyay & 
Singh, 2006; Khan et al, 2007). Few studies that have specifically focussed on India 
have been carried out by Ghose (2001b), Bawa (2004), Upadhyay & Singh (2006), 
and Khan & Rizvi (2008) and that too utilizing small samples. Therefore, in-depth 
research is required to understand as to what extent the CETSCALE developed by 
Shimp & Sharma (1987) in the context of US is reliable and valid in a developing 
nation like India. Another aspect that has received scant attention is the issue of 
unidimensionality of the CETSCALE in the Indian cultural settings. 
Some researches have even suggested that consumer ethnocentrism is a phenomenon 
of the developed world (Okechuku, 1994; La Barre, 1994; Good & Huddleston, 
1995; Durvasula et al, 1997; Vida & Fairhurst, 1999). However, the findings of 
Bawa (2004), Upadhyay & Singh (2006), and Khan & Rizvi (2008) were quite 
contrary. Thus, there is a pressing need to confirm and validate these findings by 
carrying out replicative studies especially in India. 
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So far no study has used the CETSCALE to analyze the potential relationships 
between consumer ethnocentrism and the Big Five Personality traits. As said by 
Roffe (2005), the Big Five Personality traits have found to be of great importance in 
understanding and predicting human behavior. Thus, there was a need to explore the 
relationship between them and an attempt therefore has been made perhaps for the 
first time in India to explore the relationship between consumer ethnocentrism and 
the Big Five Personality traits. 
Researchers till date have used the CETSCALE mainly on student samples in India 
(Upadhyay & Singh, 2006; Khan & Rizvi, 2008). However, Bawa (2004) in her 
study, in addition to students, considered another group of individuals that is, 
material management professionals. Thus there is a need to explore the prevalent 
levels of ethnocentric tendencies among other occupational groups too. 
There is also a need to explore the relationship between consumer ethnocentrism and 
demographic variables. Given the heterogeneous ethnicity found within India, as 
well as economic disparities, additional replicative and extension efforts are required 
to generate a more complete picture of the impact of ethnocentrism. Further studies 
that can provide additional information about the complex nature of the Indian 
culture and the mechanics at work during the evaluation of a domestic or a foreign, 
made product are needed. 
3.2 Research Objectives 
The study broadly attempts to empirically investigate the level of consumer 
ethnocentrism prevalent among selected occupational groups in India. Keeping the 
same in mind, the following, objectives were set: 
> To assess the unidimensionality of the CETSCALE in India across seven 
occupational groups, viz. MBA Students, Defence & Police Personnel, 
Engineers, Doctors, Managers, Universtiy Teachers and Management 
Teachers. 
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> To refine and suggest modified unldimensional scales based on the original 
CETSCALE for each of the aforesaid occupational groups. 
> To assess the reliability and validity of the modified CETSCALES for each 
of the occupational groups. 
> To examine the relationship of consumer ethnocentrism with various socio-
demographic variables. 
> To examine the relationship of consumer ethnocentrism with Big Five 
Personality traits. 
> To compare the extent of consumer ethnocentrism prevailing in the 
occupational groups under study with that reported in other studies carried 
out in India and other parts of the world. 
3.3 Rationale for Selecting Occupational Groups 
The occupational groups that were selected for the present study were MBA 
Students, Defence & Police Personnel, Engineers, Doctors, Managers, University 
Teachers, and Management Teachers. The rationale behind the selection of the 
aforementioned occupational groups were: 
> Previous studies have focused primarily on students and materials 
management professionals in India. Thus there was a need to assess the 
CETSCALE vis-a-vis the aforementioned occupational groups. 
> The occupational groups namely. Engineers, Doctors, Managers, Teachers 
are considered to be elite among professionals. However, owing to their 
varying levels of education and income, it is expected that they would exhibit 
differences in ethnocentric tendencies as they have access to both domestic 
and foreign goods, and understanding of such tendencies may help the 
marketers in developing appropriate marketing strategies. 
> It was thought proper to include MBA Students in the present study as they 
are the most oft researched group and the same would facilitate comparison 
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of the findings with those of previous researches. Further, this group 
generally commands high salaries and are considered to be attitudinally 
affluent too. 
> Another group of interest was that of the Defence & Police Personnel. They 
serve the nation and therefore, the feeling of patriotism is generally high in 
this group. Thus, it was expected that this group would exhibit the highest 
ethnocentric tendencies among all the occupational groups under study and 
would serve as a point of comparison. 
> Another reason for considering these occupational groups was that Bawa 
(2004) had suggested that her findings need to be cross-validated on other 
samples. 
> The occupational groups under study deserve attention as they are the 
precursors for a thriving middle-class. 
3.4 The Research Design 
3.4.1 The Research Instrument 
The main measurement tool was the Consumer Ethnocentric Tendency Scale 
(CETSCALE) developed by Shimp &. Sharma (1987). The subjects in the sample 
were given a self-administered questionnaire that included the 17-item CETSCALE 
(with references to the United States in the original scale replaced with reference to 
India). The scale is a measure of buying intention (tendency). As such, it is related to 
the more general notion of a disposition to act in some consistent fashion toward 
foreign products. The respondents were asked to indicate their extent of agreement 
with various statements describing ethnocentric proclivities on a 7- point Likert 
scale (1 = strongly disagree, 7 = strongly agree). 
A TIPI scale (Ten- Item Personality Inventory) developed by Gosling, Rentfrow & 
Swann (2003) that uses a 7- point Likert scale (1 = strongly disagree, 7 = strongly 
agree) was adapted and administered on the respondents to measure the Big Five 
Personality traits. The Big Five framework enjoys considerable support and has 
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become the most widely used and extensively researched model of personality (John 
& Srivastava, 1999). Gosling et al. (2003) suggest that this sale can be used for 
situations where very short measures are needed as it acts as reasonable proxies for 
longer Big Five instruments, and also in studies where personality is not the primary 
topic of interest. 
Modified Socio-Economic Status Scale (SESS) for Urban Area developed by 
Kuppuswamy (1976) was used to determine the socio economic status of the 
respondents. The income levels needed to be revised as the original scale was 
developed in 1976 and inflation and changes in the value of rupee had to be taken 
into account. In their study, Mishra & Singh (2003) had used a modified scale taking 
into account the current price levels while educational and the occupational criteria 
remained the same. Taking a cue from their work, in the present study, the economic 
criteria were modified by taking into account the All India Consumer Price Index for 
Industrial Workers (CPI-IW) for the year 2005 (as cited in 
http://labourbureau.nic.in/indum.htm). The conversion factor between CPI-IW for 
1976 (the year when Kuppuswamy's scale was proposed) and the year 2005 was 
determined by dividing the CPI-IW for 2005 = 536 (New Base, 1982 = 100) with 
CPI-IW for 1976 = 60.04 (New Base, 1982 = 100). The value thus obtained was 
8.927. All the income groups in the Kuppuswamy's scale were multiplied with the 
conversion factor to get the appropriate income groups. 
Finally, information related to demographics was also collected to generate the 
profile of the sample. It is to be noted that for the MBA Students, their parents' 
demographic profile was also generated to ascertain their socio-economic status 
[Please see Appendix 1(a)]. 
The English version of the questionnaire [Please see Appendix 1(b)] was translated 
into Hindi for ease in administration in case of Defence & Police Personnel [Please 
see Appendix 1(c)]. Further, the Hindi version of the questionnaire was back-
translated into English (Green & White, 1976) to check for inconsistencies and 
ensure its precise meaning (Berry, 1980). 
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3.4.2 Pilot Testing of tlie Research Instrument 
Pilot testing of the measurement instrument was necessary to ensure that the 
respondents have a clear understanding of the scale. Minor modifications were made 
in some of the measurement items based on the respondents feedback during pilot 
study. 
A preliminary version of the questionnaire included 17-items of the CETSCALE 
(Shimp & Sharma, 1987), 10-items of the TIPI scale (Gosling et al., 2003), items 
from modified Kuppuswamy's scale (1976) and items related to demographic 
aspects. The questionnaire was then administered on 40 respondents pursuing their 
MBA course. Based on feedback, some of the words like curbs, extraverted and 
conservative used in the English version of the questionnaire were replaced to 
enhance the clarity in the statements. Help from subject experts was also taken at 
this stage in order to check for validity. 
As already discussed, the English version of the questionnaire was translated into 
Hindi for use on Defence & Police Personnel. The Hindi version was first pre-tested 
on a representative sample of 20 respondents, and based on feedback necessary 
changes were incorporated. Further to check for originality, the "back-translation" 
method suggested by Green & White (1976) was adopted whereby the English 
original is translated into the foreign language and then back translated into English 
to check for questionnaire dissimilarities. It was found that some of the Hindi words 
were not understood by the respondents and they were more comfortable with 
transliterated words. So, transliteration was done for some of the words (like 
imports) to make the Hindi version of the questionnaire easier to understand. 
3.4.3 Data Collection 
The data was collected from October 2006 to May 2007. The cut-off date was set to 
30 of May, 2007. The mode of administration of the research instrument was 
varied consisting of personal administration, through surface mail and email. The 
same has been explained in detail in Section 3.5. No payment was offered to the 
respondents for filling up the questionnaire. 
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3.4.4 Dimensionality of the CETSCALE 
When the CETSCALE is used as a measure of consumers' ethnocentric tendencies, 
we are assuming that such a construct is unidimensional and can be measured by 
means of the 17 items that make up the original scale. Thus, we start with the 
assumption that consumer ethnocentrism can be explained by a one factor model 
with 17 indicators. Initially, Exploratory Factor Analysis (EFA) was performed to 
check as to whether all variables of the CETSCALE load on a single construct and 
show a unidimensional construct for each of the occupational groups sampled in the 
study. Further, we adopted Structural Equation Modeling (SEM) procedure to assess 
the unidimensionality of the CETSCALE as it encourages confirmatory modeling. 
SEM is a powerful statistical technique that combines the measurement model 
(Confirmatory Factor Analysis) and the structural model (regression or path 
analysis) into a simultaneous statistical test. SEM offers many distinct advantages 
over more traditional statistical techniques (Bagozzi, 1981). For example, SEM 
accounts for measurement error in latent variables when estimating path 
relationships between latent variables. Furthermore, SEM is ideal for testing 
theoretical models. This technique has also been advised for refining and testing 
construct validity (Garver & Mentzer, 1999; Medsker, Williams & Holohan, 1994). 
Previous researchers too have adopted the SEM procedure for assessing the 
unidimensionality of the CETSCALE (Netemeyer et al., 1991; Durvasula et ai, 
1997; Luque-Martinez et al., 2000; Lindquist et al., 2001; Khan et al., 2007). 
However, in the Indian context, there is a dearth of studies that have adopted this 
procedure. Except for Bawa (2004) and the present study, none of the previous 
researchers have attempted to use the Confirmatory Factor Analysis (CFA) method 
to assess the unidimensionality of the CETSCALE in India. Thus, to evaluate the 
overall fit of the model on each occupational group, CFA method was deployed. 
The CFA is useful in establishing how the observed variables and the latent 
variables are related (Bollen 1989; Long 1991). That is, how well the underlying 
latent constructs relate to the observed variables. The CFA analysis procedure is 
frequently used to evaluate the convergent validity of a multi-item scale (Nunnally, 
1978; Bagozzi, 1981; Long, 1991). Also, as stated by Anderson & Gerbing (1991), 
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unidimensionality is a necessary condition for reliability analysis and construct 
validation, and therefore, this was the first step in this research. 
3.4.5 Scale Refinement 
Klein et al. (2006) say that the concept of consumer ethnocentrism is a relatively 
straightforward construct which may be measured with fewer than ten items. The 
concept of unidimensionality checks the extent to which items on a scale estimate 
one construct. Lack of unidimensionality can lead to artificial correlations among 
constructs. This may warrant purifying the scale by removing those items that 
reduce unidimensionality. The primary approach for scale purification is to rely on 
CFA to ensure unidimensionality followed by scale reliability and construct validity 
assessments (Mentzer, Flint & Kent, 1999). 
Scale construction is an important but oft-neglected step in the task of theory 
building. Thus, it was decided to obtain better scales for each of the occupational 
groups with the help of item reduction if there is lack of unidimensionality in any of 
the occupational groups sampled in this study. This is a well documented practice in 
marketing research (Churchill, 1979; Goodwin, Purwar & Rogers, 1985; Lindquist 
et al., 2001; Bawa, 2004; Khan et al., 2007). CFA was performed repeatedly to get a 
unidimensional model with better fits. Standardized residuals were used to purify the 
scale and achieve unidimensionality of the construct, as recommended by Gerbing & 
Anderson (1988) for each of the occupational groups. The same practice of item 
deletion was adapted by Bawa (2004), Yelkur et al. (2006), and Khan et al. (2007). 
This iterative process helped obtain stronger fitting single factor models for each of 
the occupational groups under study. It should be kept in mind that the final refined 
scale may contain even one-fourth or one-fifth of the original items (Mentzer et al., 1999). 
3.4.6 Reliability and Validity of the CETSCALE 
Before the CETSCALE can be used as a measure of consumer ethnocentrism, it is 
necessary to assess its validity and reliability, that is, to ensure that it allows us to 
obtain accurate information on this topic (Luque-Martinez et al., 2000). One of the 
most important issues in conducting research is that of equivalence (e.g.. Berry,. 
1980; Leung, 1989; Brislin, 1993; Samiee & Jeoung, 1994; Mullen, 1995; Usunier, 
1998; Craig & Douglas, 2000) including deliberations on the reliability and validity. 
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The stability and trustworthiness of a measure is determined by its reliability. 
Reliability refers to the degree of dependability and stability of a scale (Gatewood & 
Field, 1990). It reflects the scale's ability to consistently yield the same responses. In 
Sekaran's (2003) words: the "reliability of measure indicates the extent to which it is 
without bias (error free) and hence ensures consistent measurement across time and 
across the various items in the instrument". Reliability can also be defined as the 
degree to which measures are free from error and therefore yield consistent results. 
Peterson (1994) writes that 'there is virtual consensus among researchers that, for a 
scale to be valid and possess practical utility, it must be reliable'. A scale has 
validity if it is measuring the concept that it was intended to measure (Bagozzi & 
Phillips, 1982). Alternatively, validity of a scale may be defined as the extent to 
which differences in observed scale scores reflect true differences among objects of 
the characteristic being measured (Malhotra, 2005). 
The reliability of the construct is determined by computing the alpha coefficient of 
internal consistency (Cronbach, 1951). Nunnally &, Bernstein (1994) stress the 
importance of Cronbach's coefficient alpha, because it provides actual estimates of 
reliability. Further, Peterson (1994) states that Nunnally recommended in 1967 that 
'the minunally acceptable reliability for preliminary research should be in the range 
of 0.5 to 0.6, whereas in 1978, he increased the recommended level to 0.7. 
Armstrong & Folley (2003) suggest that 'the closer Cronbach's alpha is to 1.0, then, 
the more reliable the scale'. Garson (1998) and Lindquist et al. (2001) say that in 
general, Cronbach's alpha value of .60 is considered acceptable for exploratory 
purposes, .70 considered adequate, and .80 good for confirmatory purposes. It is also 
worth mentioning here that an alpha coefficient of 0.6 and above is considered to be 
good for research in social sciences (Cronbach, 1990). 
According to Netemeyer et a/. (1991) an important issue is that a reliable and valid 
measurement is necessary to obtain accurate information pertaining to consumer 
attitudes and evaluation of products. If the psychometric properties of a scale vary 
widely across countries, conclusions based on the scale may actually reflect artifacts 
due to unreliability and lack of validity (Davis et al., 1981; Douglas & Craig, 1983; 
Parameswaran & Yaprak, 1987). A scale for a construct is useful for application 
only if it is statistically reliable and valid. Further, a thorough measurement analysis 
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on instruments used in empirical research is essential for several reasons. First, it 
provides confidence that the empirical findings accurately reflect the proposed 
construct. Second, empirically validated scales can be used directly in other studies 
in the field for different populations. They also yield valid tools to practitioners for 
assessment, benchmarking and longitudinal evaluation of their programmes (Flynn, 
Schroeder & Sakakibara, 1994). Despite repeated calls for rigorous evaluation of the 
psychometric properties of cross-national measures (Davis et al., 1981; Douglas & 
Craig, 1983; Parameswaran & Yaprak, 1987), critical reviews suggest a lack of 
concern for the reliability and validity of such measures (Albaum & Peterson, 1984; 
Parameswaran & Yaprak, 1987). Because the quality of measurement can affect the 
accuracy and quality of cross-national decision making, establishing the 
psychometric properties of cross-national measures is important (Netemeyer et al., 
1991). 
Structural Equation Modeling (SEM) also offers techniques to measure the scale 
reliability. The construct reliability and variance extraction measures are used to 
estimate the scale reliability in SEM. Fomell & Bookstein (1982) stated that if 
construct reliability value is higher than 0.6, it means that construct reliability is 
good with high internal consistency. Fomell & Larcker (1981) stated that variance 
extracted value higher than 0.5 is considered acceptable. The construct reliability 
formula and the variance extracted measure are as follows (Garver & Mentzer, 
1999): 
Construct Reliability (CR) = (Llf / [l^'kf+Iil-'K^)] 
^ V i 2 / Variance Extracted (VE) = 1X1 [Xr+S (l-X./)] 
where, 
X is the standardized loadings for the indicators for a particular latent variable, 
and 
Xj is the corresponding error terms, where error is I minus the reliability of the 
indicator, which is the square of the indicator's standardized loading. 
A measure is said to possess convergent validity if independent measures of the 
same construct converge, or are highly correlated. When there is a high correlation 
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between a measure and other measures that are beUeved to measure a single 
construct, convergent evidence for validity is obtained (Kaplan & Sacuzzo, 1993). 
Convergent validity is measured by reviewing the t-values of the factor loadings. If 
the factor loadings are statistically significant, then convergent validity exists (Dunn, 
Seaker & Waller, 1994). Anderson & Gerbing (1988) stated that if standardized 
factor loading of each item and all t-values are higher than the significant level (i.e., 
t-value > 3.29), it means that item scale has good convergent validity. Ahire, Golhar 
& Waller (1996) recommend assessing convergent validity using the Normed Fit 
Index (NFI) coefficient, with values greater than 0.9 indicating strong validity. 
In the light of the above, discussion, the original as well as refined CETSCALE for 
each of the occupational groups under study was subjected to tests of reliability and 
validity to ensure operationalization and standardization. 
3.4.7 Demographics, Personality Traits and Degree of Consumer 
Ethnocentrism 
Consumer demographics are said to have an impact on ethnocentrism (Shimp & 
Sharma, 1987; Durvasula et al, 1997). Thus, relationship of consumer 
ethnocentrism with various demographic variables was determined for the different 
occupational groups covered in this study. Another dimension that has so far not 
been examined is the relationship of Big Five Personality traits with consumer 
ethnocentrism. These traits have been found to be of great importance in 
understanding and predicting human behavior (Roffe, 2005). In the light of the 
same, researcher has made an attempt to explore the relationship between Big Five 
Personality traits and ethnocentrism. 
The degree of consumer ethnocentrism among the consumers can be easily 
interpreted fi-om the total CETSCORE (Kucukemiroglu, 1999; Kaynak & Kara, 
2002). The CETSCORE obtained for each of the occupational group under study 
was compared with the CETSCORES of studies reported from other parts of the 
world (Shimp & Sharma, 1987; Netemeyer e/a/., 1991; Grant & Wren, 1993; Good 
& Huddleston, 1995; Sharma et al, 1995; Falkowski et al, 1996; Caruana & Magri, 
1996; Chakraborty, AUred & Bristol, 1996; Durvasula et al, 1997; Witkowski, 
1998; Steenkamp & Baumgartner, 1998; Brodowsky, 1998; Acharya, 1998; Huhe^ 
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al., 1999; Vida & Fairhurst, 1999; Bandyopadhyay & Muhammad, 1999; Watson & 
Wright, 2000; Mincheol, 2001; Bandyopadhyay & Saevarsdottir, 2001; Puccinelli, 
2002; Anwar, 2002; O'Cass & Urn, 2002; Suh & Kwon, 2002; Shoham & Brencic, 
2003; Lee et al., 2003; Philp & Brown, 2003; Elliott et al., 2003; Ang et al, 2004; 
Wang & Chen, 2004; Hamin & Elliott, 2006; Ettenson & Klein, 2005; Yelkur et 
al, 2006; Chryssochoidis et al, 2007; Khan et al, 2007) as well as India 
(Bandyopadhyay & Muhammad, 1999; Anwar, 2002; Bawa, 2004; Upadhyay & 
Singh, 2006; Khan et al, 2007; Khan & Rizvi, 2008). 
3.5 The Sampling Plan 
The sampling frame for the study comprised seven occupational groups viz. MBA 
Students, Defence & Police Personnel, Engineers, Doctors, Managers, University 
Teachers, and Management Teachers. The methodology adopted in generating 
responses from each of these occupational groups is discussed below. 
3.5.1 Students 
The sampling frame for the study comprised students enrolled for post graduate 
program in business administration with business schools located in capital city New 
Delhi, and two metros Kolkata (Eastern India) and Bangalore (Southern India). The 
three aforesaid metros were chosen so as to have comparable and representative 
samples which is a prerequisite for such study. Surveying these students was deemed 
appropriate as business graduates are considered to be the elite among professionals 
in this part of the world. They usually command the highest salaries among all 
professional occupations (Cox, 1996; Saywell 1997); are easily approachable, and 
give quality responses. Moreover, students belonging to the faculties of 
Economics/Business Management/Commerce are the most oft researched group of 
respondents (Bawa, 2004). 
The institutions covered in the present study catered mainly to students from market 
friendly middle-class. The criteria followed in selecting these institutions were the 
fees charged, general profile of the institution, student strength (minimum of 60), 
and socio-demographic profile of students. So as to minimize the element of bias. 
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and to have a representative sample, initially, four institutions from each city that 
were approved by All India Council of Technical Education (AICTE) were 
identified and their consent obtained for being included in the study. Finally, of 
these four, two institutions from each city were randomly picked up for being 
included in the study. 
Overall, 307 usable responses were obtained from three different cities of India 
(Table 3.1). It should be noted that an attempt was made to obtain responses from 
the Western zone too, but due to lack of cooperation from institutions contacted, it 
was not possible to generate sufficient responses before the cut-off date. Since, the 
medium of instruction used in professional courses in India is English, the 
questionnaire could be conveniently administered in English on this category of 
respondents. 
Table 3.1: Breakup of Student Respondents from the Three Regions of the 
Country 
S,No. 
1. 
2. 
3. 
City/Region 
New Delhi (North) 
Kolkata (East) 
Bangalore (South) 
Questionnaire 
Administered 
150 
110 
120 
Received 
130 
88 
89 
Response Rate 
86.67 % 
80.00 % 
74.17 % 
3.5.2 Personnel from Defence & Police Services 
One of the antecedents of consumer ethnocentrism is pafriotism (Forbes, 1985; 
Daser & Meric, 1987; Han, 1988; Han & Terpstra, 1988; Herche, 1994; Sharma et 
al, 1995; Nielsen «& Spence, 1997; Balabanis et al., 2001). It is natural to assume 
that personnel from defence and police services must be highly patriotic as they are 
serving for the welfare of the nation. Thus, it was thought proper to include this 
particular occupational group in this research. To have a representative sample vis-^-
vis this occupational group, responses were collected from different cities of India 
having large cantonments and police lines viz. Agra (Uttar Pradesh), Chandigarh 
(Punjab), Jorhat (Assam), Lucknow (Uttar Pradesh). Authorities in cantonments and 
police lines located in other parts of the country were also contacted. But because of 
various reasons beyond the control of researcher, data could not be collected from 
these locations. Thus in all, 169 responses were obtained from this group before the 
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cut-off date. It should be kept in mind that this was the only category of respondents 
where the Hindi version of the questionnaire was used. 
3.5.3 Engineers 
Another occupational group considered for this research was that of Engineers. It is 
expected that their higher levels of education, status, and income would have an 
influence on their buying behavior. Also, they have access to both domestic and 
foreign goods and thus their ethnocentric tendencies may be of help to the marketers 
in understanding their attitude towards both foreign and domestic products. A list of 
alumni who had passed out during the last five years and whose updated email ids 
were available with the Alumni Cell was obtained from Zakir Husain College of 
Engineering & Technology (ZHCET)*, Aligarh Muslim University, Aligarh (UP), 
India. A total of 600 alumni whose updated email IDs were made available were 
sent e-mails with the questionnaire as attachments. They were requested to indicate 
their responses in the soft copy itself and send it to the researcher. 
Within a week of sending of email, 56 responses were received. After waiting for 
about 15 days, a reminder mail was sent. As a result, 34 more responses were 
received. In the third and final phase, after a gap of about a week from sending of 
the reminder mail, a reminder was again sent. As a result 43 more responses were 
received. Thus, of the 600 alumni who were contacted, a total of 133 responses 
were obtained from engineers working in leading organizations spread all over the 
country such as Siemens, Tata Consultancy Services (TCS), Infosys Technologies, 
Bharat Heavy Electricals Ltd. (BHEL), Honeywell, and MBT (Mahindra-British 
Telecom)*' situated at different locations in India before the cut-off date. Thus, the 
response rate was approximately 22% which is quite satisfactory for email based 
survey (Malhotra, 2005). 
* The ZHCET was founded in 1938 and is part of Aligarh Muslim University. It is one of the reputed 
engineering colleges in the country and is at par with the Indian Institute of Technologies (IITs). It 
offers courses in civil, chemical, computer, electronics, electrical, architecture, petroleum, and 
mechanical engineering. The alumni of ZHCET are placed in reputed organizations in India and 
abroad including World Bank, IBM, Siemens, Infosys, TCS, BHEL, HAL, Honeywell, etc. 
*" Please see Appendix 3 for profile of companies 
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3.5.4 Doctors l| ( ' T 'Noj 
Another occupational group covered in tliis study was that of Doclors. They have 
access to both domestic and foreign goods and thus their ethnocentric tendencies 
may be of help to the marketers in understanding their attitude towards both foreign 
and domestic products. The data for this group was collected from Jawaharlal Nehru 
Medical College Hospital (JNMCH)'', Aligarh Muslim University, Aligarh (UP), 
India. After obtaining a list of doctors (consultants/teaching faculty as well resident 
doctors who had completed their PG courses) following the census approach, all of 
them were personally contacted by the researcher. After explaining to them the 
purpose of the study, and obtaining their consent, questionnaire was distributed. 
Initially two-day time period was given to them for filling up the same. They were 
requested to hand over the same to their office staff from whom the researcher 
collected the filled questionnaires. On the specified date, only 30 responses could be 
obtained. Those from whom responses were not obtained were contacted by the 
researcher and again requested to fill up the questionnaires. After three such 
attempts, a total of 129 responses could be collected before the cutoff date. 
3.5.5 Managers 
TTie next occupational group considered for this study was that of Managers. This 
group again is considered to be a privileged group. Owing to their exposure to 
foreign goods backed by purchasing power, it was expected that their level of 
ethnocentrism would be significantly lower. Studies have revealed that as the 
income level increases, the level of ethnocentrism decreases (Shimp & Sharma, 
1987; Herche, 1992; Good & Huddleston in Poland, 1995; Sharma et ai, 1995; 
Bruning, 1997; Vida & Reardon, 1997; Klein & Ettenson, 1999; Kucukemiroglu, 
1999; Supphellen &Rittenburg,2001; Vida & Dmifrovic, 2001; Lindquist et al., 
2001; Balabanis et al., 2001, 2002; Lee et ai, 2003). All India Management 
" JNMCH is a Central Government Hospital situated within Aligarh Muslim University, Aligarh, 
India. This reputed college was established in the year 1962 and has various departments such as 
aesthesiology, anatomy, community medicine, dermatology, ENT, forensic medicine & toxicology, 
surgery, general medicine, microbiology, ophthalmology, orthopedic surgery, pathology, 
pharmacology, physiology, psychiatry, radio-therapy, T.B. & respiratory diseases. The staff strength, 
including Resident Doctors, is roughly 170. 
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Association (AIMA)* , New Delhi, India, was approached for help in this context. A 
list of management development programmes designed for working managers was 
obtained from AIMA. The questionnaires were administered on the participants of 
three such programmes^ held before the cut-off date. It should be noted that the 
participants for these programmes came from all over the country and thus can be 
considered to be representative of the group. Through this method, 102 responses 
could be generated. 
3.5.6 University Teachers 
Another occupational group selected was that of University Teachers. To have a 
representative sample, it was decided to obtain responses for this occupational group 
from two different categories of teachers in India—one working at the Central 
University level and the other at the State University level. On account of easy 
approach, the Central University selected was Aligarh Muslim University (AMU)^, 
Aligarh (UP), India, and the State University was B.R. Ambedkar University 
(BRAU)*, Agra (UP), India. Following the convenience sampling approach, 100 
teachers from each of the University were personally contacted by the researcher. A 
total of 62 usable responses were received in case of AMU while 44 usable 
responses were obtained from BRAU before the cut-off date. Thus, a total of 106 
responses were obtained for this group. 
* AIMA was created as an apex body of professional management in 1957. It is a body to pool 
management thoughts in the country. It has close linkages with over 3000 institutions and over 
30,000 management professionals. AIMA's activities include Distance Management Education, 
Management Development Programmes (MDPs), National Events, Competitions, Research, 
Publication and Testing Services. 
" These regular MDPs include programmes/seminars on diverse topics including labour laws; 
managerial effectiveness; performance appraisal; business communication & business etiquette; 
corporate governance etc. 
^ A premier Central University established in 1920, with several faculties and maintained institutions. 
It offers more than 250 courses and draws students from all comers of the world and is open to all 
irrespective of caste, creed, religion or sex. It has a teaching staff strength of around 1200 and a 
student strength of roughly 25000. 
* A State University established in 1927 at Agra, Uttar Pradesh, India. It has 300 affiliated colleges 
situated in different cities of the state of Uttar Pradesh. 
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3.5.7 Management Teachers* 
Finally, the last group considered for this study was that of Management Teachers. 
In order to have a representative sample, respondents were contacted at institutions 
located in different parts of the country. Participants (about 30 in number) of All 
India Council of Technical Education (AICTE) sponsored programme for 
Management Teachers were approached in the month of May 2007 at National 
Institute of Industrial Engineering (NITIE), Mumbai, India. It should be noted that 
the participants in the said programme came from all over the country. Further, 
Management Teachers (about 35 in number) who had enrolled for programmes at 
AIMA, New Delhi; teachers of Department of Business Administration, Aligarh (18 
in number); ICFAI National College (INC), Aligarh (about 10 in number); ICFAI 
Business School, Kolkata (about 12 in number); and Hindustan Institute of 
Management and Computer Studies (HIMCS), Farah, Mathura (about 15 in 
number), were approached either personally, through surface mail and also email. 
Thus, out of roughly 120 teachers contacted, 94 usable responses could be 
generated. 
Table 3.2 shows the total responses obtained for each of the occupational groups 
under this study. Figure 3.1 is a schematic diagram representing the sampling plan 
for this study. 
Table3.2: Breakup for Various Occupational Groups 
Occupational Group 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Total 
Sample Size 
307 
169 
133 
129 
102 
106 
94 
1040 
* During preliminary analysis, it was observed that the pattern of responses in case of university and 
Management Teachers was significantly different and hence it was decided to treat them as different 
occupational groups. Further on account of their socio-demographic and educational profile it is 
expected that Management Teachers must be less ethnocentric. 
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3.6 Data Cleaning 
Before proceeding with the analysis, data cleaning operation was performed and 
outliers and extremes were removed from the data through relevant features in SPSS 
15. The resulting samples for each of the occupational groups are given in Table 3.3. 
Table 3.3: Sample Size of Various Occupational Groups 
Occupational Group 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Total 
Initial 
Sample Size 
(Raw) 
307 
169 
133 
129 
102 
106 
94 
1040 
Cases Deleted 
(Outliers and Extremes) 
06 
09 
00 
06 
05 
12 
09 
47 
Final 
Sample Size 
301 
160 
133 
123 
97 
94 
81 (^a-n 
Ky 
3.7 Respondent Characteristics 
Before proceeding further, it is necessary to describe the sample in terms of 
demographics, the profile of which is given from table 3.4 to table 3.9. 
3.7.1 Age Profile of the Respondents 
When the profile of the respondents was generated based on the demographic 
variable age, the majority of the respondents were under 25 years of age (45.3 %), 
followed by 26-35 year category (35.5 %). The least number of respondents 
belonged to above 36 years (19.1 %) age bracket (Table 3.4). 
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Table 3.4: Age Profile of Various Occupational Groups 
Occupational 
Group 
MBA Students 
Defence & Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
Teachers 
Total 
Age (years) 
Upto 
25 
260 
29 
52 
81 
16 
5 
7 
450 
Share 
86.4% 
18.1% 
39.1% 
65.9% 
16.5% 
5.3% 
8.2% 
45J% 
26-35 
41 
76 
52 
31 
53 
58 
42 
353 
Share 
13.6% 
47.5% 
39.1% 
25.2% 
54.6% 
61.7% 
49.4% 
35.5% 
36 and 
above 
0 
55 
29 
11 
28 
31 
36 
190 
Share 
0% 
34.4% 
21.8% 
8.9% 
28.9% 
33.0% 
42.4% 
19.1% 
Total 
301 
160 
133 
123 
97 
94 
85 
993 
3.7.2 Income Profile of the Respondents 
In Table 3.5, the profile of the respondents has been generated based on their 
income. We can notice that majority of the respondents fall in the high income 
category (-60%). The next largest group (27%) belonged to the income category of 
Rs. 8950-17899 per month. The categorization for income brackets was done based 
on Kuppuswamy's scale (1976) as stated earlier. However, as this research 
comprises of occupational groups that constitute India's thriving middle class, 
practically none of the respondents fell in the very low income category. 
Table 3.5: Income Profile of Various Occupational Groups 
Occupational 
Groups 
MBA Students'^  
Defence & Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
Teachers 
Income (Indian Rupees) 
Upto 
8949 
11 
54 
5 
19 
1 
36 
0 
1 Total I 126 
Share 
3.7% 
33.8% 
3.8% 
15.4% 
1% 
38.3% 
0% 
8950-
17899 
75 
39 
33 
52 
12 
42 
16 
Share 
24.9% 
24.4% 
24.8% 
42.3% 
12.4% 
44.7% 
18.8% 
Above 
17900 
215 
67 
95 
52 
84 
16 
69 
Share 
1\A% 
41.9% 
71.4% 
42.3% 
86.6% 
17.0% 
81.2% 
Total 
301 
160 
133 
123 
97 
94 
85 
12.7% 1 269 1 27.1% | 598 | 60.2% | 993 
"^ For the MBA Students, the income profile was generated based on their family income, as they 
were not earning at this stage. 
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3.7.3 Religious Profile of the Respondents 
Table 3.6 presents a profile of respondents based on their religious affiliations. As is 
evident, majority of the respondents were followers of Hinduism (65%). The 
followers of Islam constituted 30% of the sample and the rest (5.6%) were adherents 
of other religions. 
Table 3.6: Religious Profile of various Occupational Groups 
Occupational 
Groups 
MBA Students 
Defence & Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
Teachers 
Total 
Islam 
16 
32 
59 
83 
12 
56 
32 
290 
Share 
5.3% 
20% 
4.4% 
67.5% 
12.4% 
59.6% 
37.6% 
29.2% 
Religion 
Hindu 
264 
114 
66 
38 
80 
37 
48 
647 
Share 
87.7% 
71.3% 
49.6% 
30.9% 
82.5% 
39.4% 
56.5% 
65.2% 
Others 
21 
14 
8 
2 
5 
1 
5 
56 
Share 
7.0% 
8.8% 
6.0% 
1.6% 
5.2% 
1.1% 
5.9% 
5.6% 
Total 
301 
160 
133 
123 
97 
94 
85 
993 
3.7.4 Socio-Economic Profile of the Respondents 
Table 3.7 presents the socio-economic profile of the respondents. It is clear that 
majority of the respondents (70%) belong to the upper middle class category. This 
was expected as various occupational groups covered under the study contribute to 
thriving middle class of India. It is obvious that none of the respondents were fi-om 
the lower strata of the society and thus are not depicted in the table. For the purpose 
of analysis, the socio-economic categories suggested by Kuppuswamy (1976) were 
assigned appropriate descriptors reflecting socio-economic strata being represented. 
Categories I, II and III were assigned the descriptors upper middle class, middle 
middle class and lower middle class, respectively. 
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Table 3.7: Socio-Economic Profile of Various Occupational Groups 
Occupational 
Groups 
MBA Students'* 
Defence & Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
Teachers 
Total 
Socio-Economic Status 
Lower 
Middle 
Class 
5 
8 
0 
2 
0 
0 
0 
15 
Share 
1.7% 
5.0% 
0% 
1.6% 
0% 
0% 
0% 
1.5% 
Middle 
Middle 
Class 
136 
67 
5 
47 
2 
46 
1 
304 
Share 
45.2% 
41.9% 
3.8% 
38.2% 
2.1% 
48.9% 
1.2% 
30.6% 
Upper 
Middle 
Class 
160 
85 
128 
74 
95 
48 
84 
674 
Share 
53.2% 
53.1% 
96.2% 
60.2% 
97.9% 
51.1% 
98.8% 
67.9% 
Total 
301 
160 
133 
123 
97 
94 
85 
993 
3.7.5 Educational Profile of the Respondents 
In table 3.8, the profile of the respondents has been generated based on their 
educational background. Approximately, 90% of the respondents were post 
graduates or had pursued a professional course. About 6.7% of the respondents were 
graduates and only 3.6% of the respondents had completed their senior secondary 
school. This was expected owing to the nature of the groups covered in the study. 
For obvious reasons, none of the respondents fell in "illiterate" and "primary" 
categories defined by Kuppuswamy (1976) and thus not depicted in the table. 
Table 3.8: Educational Profile of Various Occupational Groups 
1 Education Level 
Occupational Groups 
MBA Students 
Defence & Police 
Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
1 Management Teachers 
Upto 
XII 
0 
36 
0 
0 
0 
0 
0 
[Total 1 36 
Share 
0% 
2.5% 
0% 
0% 
0% 
0% 
0% 
3.6% 
Graduate 
0 
54 
0 
0 
9 
4 
0 
67 
Share 
0% 
33.8% 
0% 
0% 
9.3% 
4.3% 
0% 
6.7% 
PG& 
above 
301 
70 
133 
123 
88 
90 
85 
Share 
100% 
43.8% 
100% 
100% 
90.7% 
95.7% 
100% 
Total 
301 
160 
133 
123 
97 
94 
85 
890 1 89.6% 1 993 
* The socioeconomic status was generated based on the education, income and occupation of the 
parents. 
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3.7.6 Gender Profile of the Respondents 
When a profile of the respondents was generated based on gender, it was observed 
that the respondents were predominantly male in all the occupational groups. This 
was expected as males typically outnumber females in almost all the professions in 
India (Table 3.9). 
Table 3.9: Gender ] 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Total 
Profile of Various Occupational Groups 
Males 
212 
137 
102 
88 
85 
48 
54 
726 
Share 
70.4% 
85.6% 
76.7% 
71.5% 
87.6% 
51.1% 
63.5% 
73.1% 
Females 
89 
23 
31 
35 
12 
46 
31 
267 
Share 
29.6% 
14.4% 
23.3% 
28.5% 
12.4% 
48.9% 
36.5% 
26.9% 
Total 
Sample 
Size 
301 
160 
133 
123 
97 
94 
85 
993 
3.8 Hypotheses 
Based on the literature review, for the purpose of achieving the objectives of the 
study, the following hypotheses were generated. 
Hoi: The original CETSCALE is unidimensional for each of the occupational 
groups. 
H02: The modified CETSCALE possesses internal consistency as well as construct 
reliability for each of the occupational groups. 
H03: The modified CETSCALE holds convergent validity for each of the 
occupational groups. 
H04: Significant differences do not exist between the mean scores of ethnocentrism 
for various age categories vis-a-vis each occupational group. 
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Ho5: Significant differences do not exist between the mean scores of ethnocentrism 
for various income categories vis-a-vis each occupational group. 
Hoa: Significant differences do not exist between the mean scores of ethnocentrism 
for Hindus and Muslims vis-a-vis each occupational group. 
Ho?: Significant differences do not exist between the mean scores of ethnocentrism 
for socio economic categories vis-a-vis each occupational group. 
Hos: Significant differences do not exist between the mean scores of ethnocentrism 
for differing levels of educational qualification vis-a-vis each occupational 
group. 
H09: Significant differences do not exist between the mean scores of ethnocentrism 
for the two genders vis-a-vis each occupational group. 
Hio: There is no relationship between Big Five Personality traits and the level of 
ethnocentrism for each occupational group. 
Hii: There are no differences between the levels of ethnocentrism exhibited by 
respondents from India and other parts of the world. 
The results of hypotheses testing have been discussed in chapter 4 i.e. Testing of 
Hypotheses, Analysis and Interpretation of Data. 
3.9 Method of Analysis 
So as to maintain data integrity, at the outset, the database was maintained using SPSS 
15 Software Package. As already discussed, there were 1040 responses in all from the 
seven occupational groups under study. For each respondent about 35 data entries 
were required. This resulted in a large database and it necessitated the use of a 
specialized software like SPSS. 
Data cleaning procedure was performed before proceeding with the analysis. 
Outliers and extremes were identified with the help of relevant tools in SPSS and as 
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suggested by Malhotra (2005), the missing values were replaced with the mean values 
in the database. 
The nature of the data necessitated the use of parametric tests viz. Independent 
Samples T test, One-Way ANOVA (Malhotra, 2005; Aczel & Sounderpandian, 
2006). Pearson correlation statistic was also applied to determine the strength of 
association between two metric variables (Malhotra, 2005). The use of cross-
tabulations, frequencies, descriptives has also been made at appropriate places. 
Exploratory Factor Analysis (EFA) was performed to check whether all the items 
of the CETSCALE load on a single construct. To determine if the data are likely to 
factor well, before proceeding with EFA, Kaiser-Meyer-Olkin (KMO) and Bartlett's 
Tests were performed (Malhotra, 2005). KMO measure quantifies the degree of 
intercorrelations among the variables and hence the appropriateness of factor 
analysis. Another measure is Bartlett's test of sphericity which measures the 
presence of correlations among the variables. It provides the statistical probability 
that the correlation matrix has significant correlations among at least some of 
variables. Thus, a significant Bartlett's test of sphericity is required. The reliability 
of the scale was calculated using Cronbach Alpha. 
Further, Structural Equation Modeling (SEM) procedure was adopted to assess 
the unidimensionality of the CETSCALE as it encourages confirmatory modeling. 
Thus, to evaluate the overall fit of the model to the data, Confirmatory Factor 
Analysis (CFA) was performed, a method also adopted by previous researchers 
(Netemeyer et al., 1991; Durvasula et al., 1997; Luque-Martinez et al., 2000; 
Lindquist et al., 2001; Khan et al., 2007) in other cultural settings and by Bawa 
(2004) and Khan et al. (2007) in India, for each of the occupational groups sampled 
in the study. The SEM procedure was performed using the specialized software 
package LISREL 8.50. 
Better fitting scales for each of the occupational groups were obtained through item 
reduction method. For this, CFA was performed repeatedly to get a unidimensional 
model with better fits. Standardized residuals were used to purify the scale and 
achieve unidimensionality of the construct (Gerbing & Anderson, 1988). This 
iterative process helped obtain stronger fitting single factor models for each of the 
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occupational groups. This procedure was carried out with the help of LISREL 8.50. 
The construct reliability and variance extraction was also calculated to estimate the 
scale reliability in SEM. Convergent validity was measured by reviewing the t-
values of the factor loadings (Anderson & Gerbing, 1988) as well as by assessing the 
Normed Fit Index (NFI) coefficient (Ahire et al., 1996). 
The relationship of consumer ethnocentrism with various demographic variables was 
determined for the each of the occupational groups covered in this study. An attempt 
has also been made to explore the relationship between Big Five Personality traits 
and the level of ethnocentrism. Further, CETSCORES obtained for each 
occupational group have been compared with the CETSCORES obtained by 
researchers in previous studies (Shimp & Sharma, 1987; Netemeyer et al., 1991; 
Grant & Wren, 1993; Good & Huddleston, 1995; Sharma et al., 1995; Falkowski et 
al., 1996; Caruana & Magri, 1996; Chakraborty et al., 1996; Durvasula et al., 1997; 
Witkowski, 1998; Steenkamp & Baumgartner, 1998; Brodowsky, 1998; Acharya, 
1998; Hult et al, 1999; Vida & Fairhurst, 1999; Bandyopadhyay &. Muhammad, 
1999; Watson & Wright, 2000; Mincheol, 2001; Bandyopadhyay & Saevarsdottir, 
2001; Puccinelli, 2002; Anwar, 2002; O'Cass & Lim, 2002; Suh & Kwon, 2002; 
Shoham & Brencic, 2003; Lee et al, 2003; Philp & Brown, 2003; Elliott et al, 
2003; Ang et al, 2004; Bawa, 2004; Wang & Chen, 2004; Hamin & Elliott, 2006; 
Ettenson & Klein, 2005; Yelkur et al, 2006; Upadhyay & Singh, 2006; 
Chryssochoidis et al, 2007; Khan et al, 2007; Khan & Rizvi, 2008). The flowchart 
(Figure 3.2) depicts the entire schema of analysis adapted in this study. 
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Figure 3.2: Flow Chart Depicting Schema of Analysis 
Preliminary Questionnaire 
T 
Pilot Survey 
Administration of Final Questionnaire 
i 
Responses from different Occupational Groups 
I 
UD checked through EFA using SPSS 15 for each 
occupational group 
I 
UD checked through CFA using LISREL 8.50 for 
each occupational group 
I 
Modified CETSCALE obtained for each 
occupational group 
i 
Reliability & validity estimated for modified scales 
Relationship explored between consumer 
ethnocentrism and demographic variables as 
also Big Five Personality Traits for each 
occupational group 
Key: 
UD: Unidimensionality; EFA: Exploratory Factor Analysis; CFA: Confirmatory Factor Analysis 
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3.10 Limitations 
Though, a number of precautions have been taken to increase the reliability of the 
present study, yet the researcher feels that the study suffers from certain limitations 
which are listed below: 
1. Limitations of time, funds and willingness of the respondents dictated that 
the sample could not be larger than the present one. Although this fact limits 
the generalizability of results, the researcher believes that it represents a 
necessary and economical first step in identifying useful concepts and 
relationships that can later be tested on larger and more representative 
samples in the Indian context. 
2. Although a sincere attempt has been made to have representative samples for 
various occupational groups covered under the study, yet, owing to the 
absence of reliable sample frames, the sample may not be truly 
representative of the entire Indian population an9 therefore generalizations 
have to be done with caution. 
3. There is a possibility of respondent bias vis-a-vis conservative social norms 
prevalent in India. The respondents may have given answers desirable from 
social point of view. 
4. The process by which consumer ethnocentric tendencies are socialized is 
particularly worth examining. This study did not determine how 
socioeconomic, demographic, geographic, and regional economic factors 
influence early childhood socialization of consumer ethnocentric values and 
what role these variables have during adulthood in accentuating ethnocentric 
tendencies. 
5. Other factors that might possibly influence ethnocentrism, such as socio-
psychological variables, patriotism, collectivism/individualism, 
conservatism, cultural openness, foreign travel, perceived threat from foreign 
competition, exporting country attributes, country of origin effect, etc., have 
not been covered in this study. 
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6. This study does not look at how ethnocentrism has evolved over a period of 
time, especially when different generations enter the marketplace, and the 
economy of a country fluctuates. 
7. The study suffers from inherent up-market bias as the sample comprised 
respondents from middle class background. Respondents from the lower 
strata of the society have largely been neglected. 
8. Consumer lifestyle information has not been collected in this study. It may 
have been of additional use as it enriches our understanding of how 
consumers live, what type of activities they engage in, and how these affect 
their purchasing and consumption-related behavior. 
9. Specific product categories were not the focus of this study. It is very likely 
that product evaluations may vary according to product types and the country 
of origin. The study also did not explore the differences between high and 
low involvement; high and low priced; and high and low technology 
products. 
10. The CETSCALE employed in this study is based on scale items that 
originated from a US domestic study. The approach of placing scales 
developed in one culture into other cultures may not provide the best 
representation of the constructs. However, until pan-cultural measures are 
developed, this limitation will apply to nearly all cross-cultural marketing 
research. The continued usage and refinement of these scales, in studies such 
as this, will help to advance our multi-cultural understanding of the 
constructs. 
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CHAPTER 4 
TESTING OF HYPOTHESES, ANALYSIS & INTERPRETATION 
This chapter deals with the testing of hypotheses, analysis of primary data and 
interpretation for the selected occupational groups in India viz. MBA Students, 
Defence & Police Personnel, Engineers, Doctors, Managers, University Teachers, 
and Management Teachers. So as to present a clear picture, results have been 
arranged in tabular format for each of the occupational groups under study. The 
chapter commences with a discussion of the sequence of analysis. The preliminary 
part of the analysis deals with assessing the dimensionality of the CETSCALE. 
Thereafter, the measurement model fits are estimated. Scale purification was the 
next step in the analysis. The reliability and validity measures of the modified 
CETSCALE were assessed. Then the relationship of consumer ethnocentrism with 
various demographic variables for each of the occupational groups was analyzed. An 
attempt, perhaps for the first time in the Indian context, has also been made to 
explore the relationship between Big Five Personality traits and ethnocentrism. 
Lastly, the CETSCORES obtained for each occupational group have been presented. 
4.1 Schema of Analysis 
According to Anderson & Gerbing (1991), unidimensionality is a necessary 
condition for reliability analysis and construct validation. Thus, the first step in the 
analysis was to assess the dimensionality of the CETSCALE for each of the 
occupational groups. To check whether all the variables of the CETSCALE load on 
a single construct, initially. Exploratory Factor Analysis (EFA) was performed using 
SPSS 15. Further, for evaluating the overall fit of the model for each occupational 
group, Confirmatory Factor Analysis (CFA) was performed using LISREL 8.50. 
The next needed step was that of scale purification (Churchill, 1979; Goodwin etai, 
1985; Lindquist et al., 2001, Bawa, 2004; Yelkur et al., 2006, Khan et al, 2007). 
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The expected outcome was better fitting unidimensional scales for each of the 
occupational groups sampled in the study. 
The reliability and validity measures of the modified CETSCALE were obtained for 
each occupational group (Luque-Martinez et al, 2000). The next step was to analyze 
the relationship of consumer ethnocentrism with various demographic variables for 
each of the occupational groups covered in this study. An attempt, perhaps for the 
first time in the context of India, has also been made to explore the relationship 
between Big Five Personality traits and ethnocentrism. Lastly, the CETSCORES 
obtained for each occupational group have been compared with the CETSCORES of 
previous studies in India and abroad. 
4.2 TESTING OF HYPOTHESES 
4.2.1 Dimensionality of tlie CETSCALE 
4.2.1.1 Exploratory Factor Analysis 
To determine if the data are likely to factor well, before proceeding with Exploratory 
Factor Analysis (EFA), KMO and Bartlett's Tests were performed (Malhotra, 2005). 
KMO measure quantifies the degree of intercorrelations among the variables and 
hence the appropriateness of factor analysis. If KMO is found to be greater than 0.5, 
then one can proceed with factor analysis and if the value is less than 0.5, then factor 
analysis may not be appropriate. In our case, the value was above 0.5 for all the 
occupational groups (Table 4.1). Another measure is Bartlett's test of sphericity 
which measures the presence of correlations among the variables. It provides the 
statistical probability that the correlation matrix has significant correlations among 
at least some of variables. Thus, a significant Bartlett's test of sphericity is required 
(Malhotra, 2005). Here too the measures were within acceptable range, p =0.000 (its 
associated probability is less than 0.05) for all the occupational groups. Thus, we 
proceeded with EFA (Table 4.1). 
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Exploratory Factor Analysis (EFA) was performed with varimax rotation" to check 
as to whether all items of the CETSCALE load on a single construct. It was found 
that the CETSCALE was not unidimensional in any of the occupational groups 
(Table 4.2). The observed loadings were on two factors for MBA Students, on four 
factors for Defence & Police Personnel, on three factors for Engineers, on four 
factors for Doctors, and again on three factors for Managers, University Teachers 
and Management Teachers. In our study, the percentage of variance extracted 
exceeded the thumb rule of 0.5 (Fomell & Larcker, 1981) for all the occupational 
groups viz. 55.50 % for MBA Students, 63.71 % for Defence & Police Personnel, 
60.20 % for Engineers, 59.17 % for Doctors, 62.16 % for Managers, 66.16 % for 
University Teachers, and 61.18 % for Management Teachers (Table 4.2). 
As the scale was hypothesized to be unidimensional, all items should load highly 
(>0.3 or hopefully 0.5) on one factor. Stringent items loading retention rules are item 
loadings 0.5, the difference between an item's two highest loadings to be > 0.20 and 
at least three items to load on each factor (Tansey, Carroll & Lin Jun, 2001; Bawa, 
2004). Following these rules and based on the tables [Table 4.3 (a) & (b) and Table 
4.4 (a) & (b)], it was clear that CETSCALE was not unidimensional in any of the 
occupational groups. 
4.2.1.2 Confirmatory Factor Analysis 
To assess the dimensionality of the CETSCALE, Structural Equation Modeling 
(SEM) procedure using LISREL 8.5o (Joreskog & Sorbom, 1993) was applied to the 
data (Kacmar & Carlson, 1997). SEM is a powerful statistical technique that 
combines the measurement model (Confirmatory Factor Analysis) and the structural 
model (regression or path analysis) into a simultaneous statistical test. SEM offers 
many distinct advantages over more traditional statistical techniques (Bagozzi, 
1981). For example, SEM accounts for measurement error in latent variables when 
estimating path relationships between latent variables. Furthermore, SEM is ideal for 
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We have used Varimax rotation with which maximum possible simplification is reached. With this 
approach there tend to fc)e some high loadings close to -I or +1, thus indicating a clear positive or 
negative association between the variable and the factor, while a value close to 0 indicates a clear 
lack of association. Varimax rotation gives clear separation of factors and is used because it signifies 
that our rotated factors have independent character in measurement. 
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testing theoretical models. This technique is ideal for refining and testing construct 
validity (Garver & Mentzer, 1999; Medsker et al, 1994). 
When the CETSCALE is used as a measure of consumers' ethnocentric tendencies, 
we are assuming that such a construct is unidimensional and can be measured by 
means of the 17 items that make up that scale. Thus, it is assumed that consumer 
ethnocentrism can be explained by a one factor model with 17 indicators. Only if 
that holds, it can be said that the CETSCALE is a valid measure of consumer 
ethnocentric tendencies (Luque-Martinez et al., 2000). In order to evaluate the 
overall fit of the model [shown in Figure 4.1(a) - (g)] to the data for each of the 
occupational group, we used Confirmatory Factor Analysis (CFA). This method has 
also been adopted by previous researchers (Netemeyer et al, 1991; Durvasula et al, 
1997; Luque-Martinez e/«/., 2000; Lindquist ^/a/., 2001; Khan etal., 2007) in other 
cultural settings and by Bawa (2004) in India. 
The CFA is useful in establishing how the observed variables and the latent 
variables are related (Bollen, 1989). That is, how well the underlying latent 
constructs relate to the observed variables. The CFA procedure is frequently used to 
evaluate the convergent validity of a multi-item scale (Nunnally, 1978; Bagozzi, 
1981; Long, 1991). Convergence refers to the extent to which the scale correlates 
positively with other measures of the same construct. For multi-item scales like the 
CETSCALE, each one of the items is a measure of the feature in question. In other 
words, convergent validity has to do with the fact that the scale for measuring 
consumer ethnocentrism represents one single dimension. Therefore, one single 
factor has to load on every one of the items that make up the CETSCALE [Figure 
4.1(a)-(g)]. /y ,»;:»AMrf i ; | - v . 
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1 . 0 0 
gbir:Sgttare=&a^Q.18_^_df=119, P-value=0.00000 . RMSEA=( 
Figure 4.1 (a): 17-Iteni CETSCALE- MBA Students 
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0.7S* 
1.00 
Chi-Scruare=663.42. d£=119. P-value=0• 00000 . RMSEA=0.170 
Figure 4.1 (b): 17-Item CETSCALE- Defence & Police Personnel 
79 
1.00 
Chi-Sqaare=559.65, df=119, P-Yaltte=0.00000, RMSEA=0.167 
Figure 4.1 (c): 17-Iteiii CETSCALE- Engineers 
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1 . 0 0 
Chi-Square=378.84, df=119, P-value=0•00000, RMSEA=0.134 
Figure 4.1 (d): 17-Itein CETSCALE- Doctors 
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0.50 
1.00 
Chi-Sauare=346.41, df=119, P-value=0.00000, RMSEA=0.141 
Figure 4.1 (e): 17-Item CETSCALE- Managers 
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1.00 
Chi-Square=426.03, d£=119, P-value=0.00000, RMSEA=0.167 
Figure 4.1 (f): 17-Itein CETSCALE- University Teacliers 
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1 .00 
Caii-Scruare=231.16, d£=119, P - v a l u e = 0 . 0 0 0 0 0 , RMSEA=0 .106 
Figure 4.1 (g): 17-Item CETSCALE- Management Teachers 
In the one-factor model for each occupational group [Figure 4.1(a) - (g)] we propose 
that consumer ethnocentrism (latent variable) is unidimensional and, therefore, its 17 
indicators converge to represent a single construct. In this case, we could say that 
these 17 indicators provide us with redundant information about the construct being 
studied. A measure is said to possess convergent validity if independent measures of 
the same construct converge, or are highly correlated. When there is a high 
correlation between a measure and other measures that are believed to measure a 
single construct, convergent evidence for validity is obtained (Kaplan & Sacuzzo, 
1993). 
For proceeding with SEM, use of Maxunum Likelihood Estimation (MLE) method 
was made. It is to be noted that if the data are continuous and sample size is not very 
large, then the MLE method is recommended. The ML estimates are obtained by 
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means of an iterative procedure tliat minimizes a particular fit function by 
successively improving the parameter estimates (JSreskog & Sorbom, 2002). 
Further, Lindquist et al. (2001) said that for proceeding with SEM employing MLE 
method, the suggested sample size is a minimum of 50 while the recommended size 
range is 100-200. In our study, since we had a minimum sample size of 85 for 
Management Teachers and maximum sample size of 301 for MBA Students, SEM 
procedure using MLE method could be adopted conveniently using LISREL 8.50. 
Recommended Fit Indices*: The fit for the model was determined based on the 
following indices: Adjusted Goodness of Fit Index (AGFI) — greater than 0.8 or 
0.9; Bentler's Comparative Fit Index (CFI) — greater than 0.9; Bentler and Bonett's 
Non-Normed Fit Index (NNFI) — greater than 0.9; Goodness of Fit Index (GFI)-
greater than 0.9; Normed Fit Index (NFI) - greater than 0.9; standardized residuals 
— ideally less than 2.58, zero or few in number is acceptable; value <0.10 for Root 
Mean Square Error of Approximation (RMSEA). The Parsimonious Normed Fit 
Index (PNFI) and the Parsimonious Goodness of Fit Index (PGFI) should be high 
though there is no such norm as 'high' (Bentler & Bonett, 1980; Joreskog & 
Sorbom, 1981; Bentler, 1990; Hatcher, 1994; Sharma, 1996; Kelloway, 1998; 
Lindquist et al., 2001). The chi-square/d.f. ratio of 3 or 2 or less have been 
advocated as an acceptable fit (Carmines & Mclver, 1981); a non-significant chi-
square value; coefficient alpha — 0.7 is acceptable for exploratory work, but 0.8 or 
higher is the goal (Garson, 1998, Lindquist et al., 2001). Fomell & Larcker (1981) 
suggest that variance extracted at 0.5 or higher is generally considered acceptable. 
Fomell & Bookstein (1982) stated that if construct reliability value is higher than 
0.6, it means that construct reliability is good with high internal consistency. The 
convergent validity is assessed by observing /-values for the factor loadings. If all t-
values are over 3.29 (p=0.001) then this is viewed as evidence supporting 
convergent validity (Anderson & Gerbing, 1988); NFI values greater than 0.9 also 
support strong convergent validity (Ahire et al., 1996). 
* Please see Appendix 2 for details on fit indices. 
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4.2.2 Fit Indices of I7-iteni CETSCALE for Various Occupational Groups 
The observed AGFI values were less than the desired minimum of 0.9 for all the 
occupational groups, while the obtained values of NFI, NNFI and CFI were mixed. 
In some of the occupational groups it exceeded the minimum level of 0.9, but for 
most of the occupational groups these values were less than 0.9 (Table 4.5). The chi-
square probability was significant which is not desirable. The number of 
standardized residuals with values greater than 2.58 were too high (minimum 5 and 
maximum 18) in all of the occupational groups. The chi-square to d.f. ratio was also 
not acceptable for all of the occupational groups except for the Management 
Teachers. The RMSEA was more than 0.1 for all of the groups which is not 
desirable. 
The construct reliability and variance extracted (Table 4.6) was calculated using the 
formula given in the previous chapter. The percentage of variance extracted did not 
reach the recommended level for all the occupational groups (Fomell & Larcker, 
1981). The construct reliability and coefficient alpha were also quite high for all the 
groups (Table 4.6). As suggested by Ahire et al. (1996), the Normed Fit Index (NFI) 
coefficient values were not found to be greater than 0.9, except for MBA students 
indicating that the 17-item CETSCALE did not hold strong convergent validity for 
nearly all the occupational groups (Table 4.5). However, if the approach suggested 
by Anderson & Gerbing (1991) is adopted, convergent validity did exist [with t 
values greater than 3.29 (p=0.001)] for the 17 item CETSCALE for all occupational 
groups except for Defence & Police Personnel (Table 4.7). 
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Table 4.7; T-values for 17-ifems of the CETSCALE for Occupational Groups 
irEMS 
Stl 
St 2 
St 3 
St 4 
St 5 
St 6 
St 7 
St 8 
St 9 
St 10 
St 11 
St 12 
St 13 
St 14 
St 15 
St 16 
St 17 
MBA 
Students 
12.91 
11.39 
9.95 
12.13 
11.79 
14.60 
15.28 
13.93 
14.02 
14.11 
15.33 
11.72 
12.55 
11.94 
10.28 
12.32 
12.68 
Defence 
& Police 
Personnel 
7.19 
5.42 
5.76 
7.05 
7.60 
9.88 
9.54 
8.98 
10.65 
9.05 
8.18 
5.13 
4.74 
5.25 
8.70 
6.42 
Engineers 
9.46 
7.05 
7.42 
7.39 
8.87 
8.17 
9.75 
6.37 
6.56 
4.68 
9.95 
6.61 
8.27 
8.21 
4.67 
2.93 
8.46 
'-values 
Doctors 
6.08 
3.93 
4.47 
5.80 
3.84 
8.17 
9.30 
7.76 
7.15 
4.99 
7.08 
2.21 
7.38 
5.70 
5.50 
5.53 
6.77 
Mgrs. 
7.80 
5.35 
6.75 
7.57 
6.72 
6.89 
8.19 
7.63 
8.18 
6.37 
8.95 
5.33 
7.65 
5.11 
4.59 
7.37 
6.84 
University 
Teachers 
6.30 
4.90 
5.04 
7.90 
7.21 
6.03 
8.82 
7.45 
8.34 
7.67 
8.22 
7.68 
6.37 
7.96 
9.23 
7.94 
7.09 
Mgt. 
Teachers 
6.72 
6.77 
7.52 
8.14 
6.39 
4.96 
6.64 
6.15 
6.64 
7.32 
6.81 
5.69 
7.35 
5.90 
6.49 
6.93 
6.55 
Based on the overall fit indices, the 17-item CETSCALE cannot be said to be 
unidimensional for any of the occupational groups. It is to be noted that in the 
instant case, although the scale exhibited internal consistency and construct 
reliability, according to Anderson & Gerbing (1991), unidimensionality is a 
necessary condition for reliability analysis and construct validation. Therefore, 
hypothesis Hoi, i-e. the original CETSCALE is unidimensional for each of the 
occupational groups stands rejected. The next step was to go for scale refinement 
to obtain better fitting scales for each group. 
4.2.3 Scale Refinement 
The results of CFA done earlier revealed that the CETSCALE was not 
unidimensional in any of the occupational groups sampled in the study. The 
researcher expected that more parsimonious models with better fit could be 
constructed. In other words, the 17-item CETSCALE was not found to be uni-
dimensional, and therefore it was decided to obtain better scale with the help of item 
reduction. This is a well documented practice in marketing research (Churchill, 
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1979; Goodwin et al, 1985; Lindquist et al., 2001, Bawa, 2004; Khan et al., 2007). 
CFA was performed repeatedly using LISREL 8.50 to get a unidimensional model 
with better fits. As recommended by Anderson & Gerbing (1988), standardized 
residuals were used to purify the scale and achieve unidimensionality of the 
construct. The same practice of item deletion was adapted by Yelkur et al. (2006). 
This iterative process helped obtain stronger fitting single factor models for all the 
occupational groups [Figure 4.2(a) - 4.2(g)]. As each item deleted affects all other 
values, a very cautious approach was taken in the present study. Only one item per 
run was deleted, which resulted in a higher number of analysis runs for each 
occupational group. Items were chosen for being dropped based on largest 
standardized residuals, p value (when significant differences were there) and overall 
poor fit statistics. 
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Figure 4.2(g): Modified CETSCALE - Management Teacliers 
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Table 4.8 depicts an overall summary of the appropriate fit information for the better 
fitting item models for all the occupational groups. The values of AGFI and GFI 
varied between 0.83 - 0.99. The values for NFI, NNFI and CFI were greater than 0.9 
for all the groups. At this point, one should note that some conventional fit indices 
generated by the LISREL underestimate the fit for small sample sizes (Bentler, 
1990; Bollen, 1990). The value of CFI which is indicative of the fit of the model 
(Bentler, 1990) is then estimated. It was found to be greater than 0.9 for all of the 
occupational groups. RMSEA was less than or equal to O.I for all groups. The chi-
square to d.f. ratio too was within acceptable range. As desired, the chi-square 
probabilities were all non-significant (>0.05) for each occupational group [Figure 
4.2 (a) - 4.2 (g)]. There was one standardized residual each in case of Defence & 
Police Personnel and Management Teachers with value greater than 2.58, while for 
other occupational groups none of the standardized residuals exceeded this value. 
Overall, these were fairly good single factor scales. Further, the values of the fit 
indices for the modified CETSCALE for each of the occupational group (Table 4.8) 
were far superior to those of the original I7-item CETSCALE (Table 4.5). 
4.2.4 Reliability and Validity 
Hypotheses H02 and H03 were related to internal consistency, construct reliability 
and convergent validity of the modified CETSCALE for each of the occupational 
groups sampled in the study. The internal consistency was determined by calculating 
Cronbach Alpha (Cronbach, 1951). The construct reliability and variance extraction 
measures were also calculated to measure the scale reliability (Garver & Mentzer, 
1999) using the formula given in the previous chapter (Table 4.9). Convergent 
validity was assessed by observing the standardized factor loading of each item 
(Anderson & Gerbing, 1988). Also, convergent validity was assessed using the 
Normed Fit Index (NFI) coefficient. Values greater than 0.9 indicate strong 
convergent validity (Ahire etal, 1996). 
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Table 4.10: Group 
MS 
10.75 
11.59 
14.85 
12.43 
15.94 
11.34 
-
-
-
-
-
-
D&P 
7.63 
5.53 
7.81 
9.61 
9.47 
6.66 
5.82 
-
-
-
-
-
•wise T-values for Modified CETSCALES 
T-values 
E 
8.60 
6.61 
8.93 
8.17 
5.20 
9.93 
7.23 
8.43 
-
-
-
-
D 
6.55 
6.02 
5.45 
5.50 
6.33 
8.00 
6.30 
4.54 
-
-
-
-
M 
6.75 
6.08 
7.40 
8.44 
5.39 
8.00 
8.10 
7.33 
-
-
-
-
UT 
7.29 
7.34 
5.51 
6.65 
8.62 
7.09 
-
-
-
-
-
-
MT 
6.85 
6.45 
7.17 
6.98 
4.78 
6.87 
6.17 
6.93 
5.76 
6.85 
5.94 
6.33 
Key: MT: Management Teachers; MS: MBA Students; M: Managers; E: Engineers; 
D:Doctors; DA.P: Defence & Police Personnel; UT: University Teachers 
The value of Cronbach alpha was quite high for all groups. The construct reliability 
was also found to be acceptable for all of the occupational groups (Table 4.9). The 
variance extracted measures for these modified scales were higher than that of 
original 17-item CETSCALE for each occupational group. The convergent validity 
with t values greater than 3.29 (p=0.001) was found in the 17-item CETSCALE for 
all occupational groups (Table 4.10). Also, NFI coefficient values were greater than 
0.9 indicating strong convergent validity for all occupational groups (Table 4.8). 
Thus, hypothesis H02 i.e. the modified CETSCALE possesses internal 
consistency as well as construct reliability for each of the occupational groups; 
and, hypothesis H03 i.e. the modified CETSCALE holds convergent validity for 
each of the occupational groups, could not be rejected. 
4.2.5 CETSCORE Levels for Various Occupational Groups 
The cumulative scores for refined items of CETSCALE for each occupational group 
were obtained. They were categorized into three different levels-low, moderate and 
high (Philp & Brown, 2003; Ghose, 2001b) based on the percentiles for each 
occupational group (Table 4.11). This was done to examine the level of 
ethnocentrism prevalent in each occupational group with respect to each of the 
demographic variables under study. 
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Table 4.11; CETSCORE Levels for Various Occupational Groups 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Low 
7.00-11.99 
7.00-28.99 
7.00-25.65 
7.00-32.32 
7.00-26.99 
7.00-29.65 
7.00-24.65 
Range 
Moderate 
12.00-21.00 
29.00-37.00 
25.66 - 37.00 
32.33-44.00 
27.00-37.00 
29.66-35.33 
24.66-40.33 
High 
21.01-42.00 
37.01-49.00 
37.01-56.00 
44.01-56.00 
37.01-56.00 
35.34-42.00 
40.34-84.00 
4.2.6 Consumer Ethnocentrism and Demographics 
For testing hypotheses Ho4 to H09, relevant statistical tests such as independent 
samples t-test and one-way ANOVA were used. It should be noted that as is the case 
in social science research, unless otherwise specified, the significance value 
considered for aforesaid statistical test is 0.05 (Malhotra, 2005). It should be recalled 
that these hypotheses were generated to explore the relationship between the mean 
scores of ethnocentrism and demographic variables for various occupational groups 
under study. 
4.2.6.1 Age 
To test whether significant differences existed between the mean scores of 
ethnocentrism for various age categories vis-^-vis each occupational group, either 
one-way ANOVA or independent samples t-test were applied depending upon the 
number of variables. Tables 4.12(a) & (b) show the results of the same. Except for 
MBA students and University Teachers in case of which there were only two age 
bands, where independent samples t-test was used, for rest of the occupational 
groups one-way ANOVA procedure was adopted (Please also see Table 3.4). 
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Table 4.12(a): One-Way ANOVA Results (Age) 
Occupational Groups 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
Management Teachers 
Sum of 
Squares 
559.676 
504.689 
312.342 
24.224 
602.668 
Df 
2 
2 
2 
2 
2 
Mean 
Square 
279.838 
252.344 
156.171 
12.112 
301.334 
F 
4.121 
2.087 
1.882 
0.087 
1.517 
Sig. 
.018 
.128 
.157 
.916 
.225 
Table 4.12(b): Independent Samples T-Test Results (Age) 
Occupational Groups 
MBA Students 
University Teachers 
Levene's Test for 
Equality of 
Variances 
F 
2.259 
3288 
SiR. 
0.134 
0.073 
T-test for Equality of Means 
T 
2.557 
0.952 
Df 
299 
87 
Sig.(2-tailed) 
.011 
.344 
Table 4.12(c): Group Statistics for Age 
Occupational 
Groups 
MBA 
Students 
Defence & 
Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
1 Teachers | 
Age (in Years) 
Up to 25 
N 
260 
29 
52 
81 
16 
-
' 
Mean 
18.14 
29.24 
29.75 
38.06 
31.56 
-
37.00 
Std. 
Dev. 
8.09 
9.77 
11.49 
8.94 
11.36 
-
7.63 
26-35 
N 
41 
76 
52 
31 
53 
58 
42 
Mean 
14.73 
31.98 
32.00 
37.22 
31.28 
31.25 
37.00 
Std. 
Dev. 
6.91 
8.16 
11.18 
10.22 
11.91 
7.25 
16.05 
Above 36 
N 
-
55 
29 
11 
28 
31 
36 
Mean 
-
34.56 
34.93 
43.27 
32.42 
29.58 
31.61 
Std. 
Dev. 
-
7.43 
9.63 
6.45 
11.72 
9.05 
12.38 
Interpretation 
The interpretations from Tables 4.12(a) & (b) are discussed below: 
> MBA Students: Significant differences were observed between the mean 
scores of ethnocentrism for respondents falling in lower (upto 25 years) and 
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middle (26-35 years) age bands. Younger respondents were comparatively 
more ethnocentric than those in the middle age bracket [Table 4.12(c)]. 
> Defence & Police Personnel: Significant differences were observed between 
the mean scores of ethnocentrism for respondents falling in lower (upto 25 
years), middle (26-35 years) and upper (above 36 years) age bands. Older 
respondents were comparatively more ethnocentric than those in the middle 
and lower age bracket [Table 4.12(c)]. 
> Engineers, Doctors, Managers, University Teachers and Management 
Teachers: Differences were not observed between the mean scores of 
ethnocentrism for various age bands. Although moderate levels of 
ethnocentrism were observed in all the age brackets [Table 4.12(c)]. 
Thus, hypotheses H04 i.e. significant differences do not exist between the mean 
scores of ethnocentrism for various age categories vis-i-vis each occupational 
group stands rejected for MBA students and Defence & Police Personnel, while 
for other occupational groups it could not be rejected. 
4.2.6.2 Income 
To test whether significant differences existed between the mean scores of 
ethnocentrism for various income categories vis-a-vis each occupational group, 
either one-way ANOVA or independent samples t-test were applied depending upon 
the number of variables. Tables 4.13(a) & (b) show the results of the same. Except 
for Management Teachers, Engineers and Managers in case of which there were 
only two income levels, where independent samples t-test was used, for rest of the 
occupational groups one-way ANOVA procedure was adopted {Please also see 
Table 3.5). 
Table 4.13(a): One-Way ANOVA Results (Income) 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Doctors 
University Teachers 
Sum of 
Squares 
37.597 
184.541 
135.666 
259.860 
Of 
2 
2 
2 
2 
Mean 
Square 
18.798 
92.270 
67.833 
129.930 
F 
0.291 
1.313 
0.803 
2.122 
Sig. 
.748 
.272 
.450 
.126 
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Table 4.13(b): Independent Samples T-Test Results (Income) 
Occupational Groups 
Engineers 
Managers 
Management Teachers 
Levene's Test for 
Equality of 
Variances 
F 
0.000 
2.194 
0.286 
Sig. 
0.991 
0.142 
0.595 
T-test for Equality of Means 
T 
-.908 
.462 
1.836 
Df 
126 
94 
83 
Sig.(2-
tailed) 
.366 
.645 
.070 
Table 4.13(c): Group Statistics for Income 
Occupational 
Groups 
MBA 
Students 
Defence & 
Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
Teachers 
Income (in Rupees/month) 
Upto 8949 
N 
11 
54 
-
19 
-
36 
-
Mean 
17.36 
30.87 
-
36.84 
-
30.69 
-
Std. 
Dev. 
8.10 
9.17 
-
9.70 
-
8.51 
-
8950-17899 
N 
75 
39 
33 
52 
12 
42 
16 
Mean 
18.29 
33.12 
30.06 
39.50 
33.08 
31.50 
40.50 
Std. 
Dev. 
8.40 
8.62 
10.96 
9.09 
8.88 
7.45 
15.76 
Above 17900 
N 
215 
67 
95 
52 
84 
16 
69 
Mean 
17.48 
33.14 
32.11 
37.56 
31.40 
26.81 
33.37 
Std. 
Dev. 
7.90 
7.53 
11.28 
9.09 
12.09 
7.11 
13.55 
Interpretation 
The results interpreted from Tables 4.13(a) & (b) are discussed below: 
> MBA Students, Defence & Police Personnel, Engineers, Doctors, 
Managers, University Teachers, and Management Teachers: Significant 
differences were not observed between the mean scores of ethnocentrism for 
various income levels. In general, moderate level of ethnocentrism was 
observed for all occupational groups [Table 4.13(c)]. 
Thus, hypothesis Hos i.e. significant differences do not exist between the mean 
scores of ethnocentrism for various income categories vis-i-vis each 
occupational group cannot be rejected. 
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4.2.6.3 Religion 
To test whether significant differences existed between the mean scores of 
ethnocentrism for Hindus and Muslim vis-a-vis each occupational group, 
independent samples t-test was applied. Table 4.14(a) shows the results of the same. 
It is to be noted that our main interest was to explore the differences in prevailing 
levels of ethnocentrism between followers of the two major religious groups in India 
i.e., Muslims and Hindus. Further, sufficient number of responses could not be 
generated for other religious groups {Please also see Table 3.6). 
Table 4.14(a): Independent Samples T-Test Results (Religion) 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Levene's Test for 
Equality of 
Variances 
F 
0.402 
0.547 
0.488 
1.667 
0.052 
0.018 
3.907 
Sig. 
0.526 
0.461 
0.486 
0.199 
0.820 
0.894 
0.052 
T-test for 
T 
0.631 
-0.803 
0.900 
0.062 
2.640 
0.105 
-4.342 
Equality of Means 
Df 
278 
144 
123 
119 
90 
91 
78 
Sig.(2-
tailed) 
.528 
.424 
.370 
.951 
.010 
.917 
.000 
Table 4.14(b): Group Statistics for Religion 
Occupational 
Groups 
MBA Students 
Defence & Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
Teachers | 
Religion 
Islam 
N 
16 
32 
59 
83 
12 
56 
32 
Mean 
18.87 
31.31 
32.89 
38.21 
40.33 
30.39 
27.00 
Std. 
Dev. 
9.34 
9.22 
10.70 
8.82 
11.85 
7.73 
11.30 
Hinduism 
N 
264 
114 
66 
38 
80 
37 
48 
Mean 
17.57 
32.70 
31.09 
38.10 
31.36 
30.21 
39.39 
Std. 
Dev. 
7.90 
8.48 
11.63 
10.06 
10.84 
8.33 
13.24 
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Interpretation 
The results interpreted from Table 4.14(a) are discussed below: 
> MBA Students, Defence & Police Personnel, Engineers, Doctors, and 
University Teachers: Significant differences were not observed between the 
mean scores of ethnocentrism for the two religions of interest within each of 
these occupational groups. However, followers of both the religious groups, 
in general exhibited moderate levels of ethnocentrism [Table 4. 14(b)]. 
> Managers: Significant differences were observed between the mean scores 
of ethnocentrism for respondents belonging to the two religions. Within this 
occupational group, followers of Islam were more ethnocentric than those 
practicing Hinduism [Table 4.14(b)]. 
> Management Teachers: Significant differences were observed between the 
mean scores of ethnocentrism for respondents of both the religions. 
Interestingly, in this occupational group, followers of Hinduism were more 
ethnocentric than those practicing Islam [Table 4.14(b)]. 
Thus, hypothesis Ho6 i.e. significant differences do not exist between the mean 
scores of ethnocentrism for Hindus and Muslims vis-i-vis each occupational 
group stands rejected for Managers and Management Teachers while for other 
occupational groups it could not be rejected. 
4.2.6.4 Socio-economic Categories (SEC) 
Majority of the respondents were from comparatively well-off families from India's 
thriving middle-class. Consequently, to explore as to whether significant differences 
existed between the mean scores of ethnocentrism for the two socio economic 
categories viz. middle-middle class and upper-middle class within the occupational 
groups, independent samples t-test was the appropriate statistical tool. Table 4.15(a) 
shows the results of the same. It is to be noted that all the occupational groups under 
study do not figure in the table as the representation of lower-middle class category 
was practically negligible in nearly all the occupational groups while in others, the 
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number of respondents belonging to middle-middle class category were also quite 
low (Please also see Table 3.7). 
Table 4.15(a): Independent Samples T-Test Results (SEC) 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Doctors 
University Teachers 
Levene's Test for 
Equality of 
Variances 
F 
0.662 
3.354 
0.783 
0.116 
Sig. 
0.416 
0.069 
0.378 
0.734 
T-test for Equality of Means 
T 
0.402 
1.917 
1.173 
-1.305 
df 
294 
150 
119 
92 
Sig.(2-
tailed) 
.688 
.057 
.243 
.195 
Table 4.15(b): Group Statistics for Socio-Economic Categories 
Occupational 
Groups 
MBA Students 
Defence & Police 
Personnel 
Doctors 
University 
Teachers 
Socio-Economic Status 
Middle-Middle Class 
N 
136 
67 
47 
46 
Mean 
17.52 
30.76 
36.95 
31.47 
Std. Dev. 
8.18 
8.97 
8.90 
7.81 
Upper-Middle Class 
N 
160 
85 
74 
48 
Mean 
17.90" 
33.36 
38.95 
29.35 
Std. Dev. 
7.95 
7.75 
9.29 
7.96 
Interpretation 
The result interpreted from Table 4.15(a) is discussed below: 
> MBA Students, Defence & Police Personnel, Doctors and University 
Teachers: Significant differences were not observed between the mean 
scores of ethnocentrism for the two socio-economic groups. However, in 
general, moderate levels of ethnocentrism were observed in case of the two 
socio-economic categories for aforesaid occupational groups [Table 4.15(b)]. 
Thus, hypothesis Ho? i.e. significant differences do not exist between the mean 
scores of ethnocentrism for the two socio economic categories vis-d-vis each 
occupational group cannot be rejected. 
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4.2.6.5 Education 
To test whether significant differences existed between the mean scores of 
ethnocentrism for differing levels of educational qualification vis-^-vis each 
occupational group, one-way ANOVA or independent samples t-test were applied 
depending upon the number of variables. Tables 4.16(a) & (b) show the results of 
the same. One-way ANOVA tool was used in case of Defence &. Police Personnel 
while for Managers and University Teachers independent samples t-test was applied. 
Neither of the tools could be applied in case of MBA Students, Engineers, Doctors, 
and Management Teachers as they belonged to single educational group {Please also 
see Table 3.8). This was expected as majority of the respondents were professionals 
possessing PG/professional degrees. 
Table 4.16(a): One-Way ANOVA Results (Education) 
Occupational Groups 
Defence & Police Personnel 
Sum of 
Squares 
55.616 
Df 
2 
Mean 
Square 
27.808 
F 
.391 
Sig. 
.677 
Table 4.16(b): Independent Samples T-Test Results (Education) 
Occupational Groups 
Managers 
University Teachers 
Levene's Test for 
Equality of 
Variances 
F 
0.611 
3.800 
Sifi. 
0.436 
0.054 
T-test for Equality of Means 
T 
1.699 
1.589 
Df 
95 
92 
Sig.(2-
tailed) 
.093 
.116 
Table 4.16(c): Group Statistics for Education 
Occupational 
Groups 
Defence & 
Police 
Personnel 
Managers 
University 
Teachers 
Educational Qualifications 
Upto XII 
N 
36 
-
-
Mean 
33.30 
-
-
Std. 
Dev. 
9.48 
-
-
Graduates 
N 
54 
9 
4 
Mean 
31.70 
37.88 
36.50 
Std. 
Dev. 
8.73 
10.05 
2.51 
Grad 
N 
70 
88 
90 
Post 
uates/Professional 
Mean 
32.41 
31.02 
30.12 
Std. 
Dev. 
7.59 
11.67 
7.97 
Interpretation 
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The results interpreted from Tables 4.16(a) & (b) are discussed below: 
> Defence & Police Personnel, Managers and University Teachers: 
Differences did not exist between the mean scores of ethnocentrism for these 
occupational groups. However, it should be noted that these groups exhibited 
moderate levels of ethnocentrism [Table 4. 16(c)]. 
Thus, hypothesis Hos i.e. significant differences do not exist between the mean 
scores of ethnocentrism for difliering levels of educational qualification vis-^-vis 
each occupational group cannot be rejected. 
4.2.6.6 Gender 
To test whether significant differences existed between the mean scores of 
ethnocentrism for the two genders vis-^-vis each occupational group, independent 
samples t-test was applied. Table 4.17(a) shows the result of the same. 
Table 4.17(a): Independent Samples 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Levene's Test for 
Equality of 
Variances 
F 
0.002 
0.045 
19.584 
2.747 
1.382 
1.617 
0.268 
Sifi. 
0.961 
0.832 
0.000 
0.100 
0.243 
0.207 
0.606 
T-test Results (Gender) 
t-test for 
T 
-0.037 
-1.436 
-0.745 
1.114 
-2.158 
-1.519 
-0.853 
Equality of 
Df 
299 
158 
82.352 
121 
95 
92 
83 
Vleans 
Sig.(2-
tailed) 
.970 
.153 
.458 
.267 
.033 
.132 
.396 
Interpretation 
The results interpreted from table 4.17(a) are discussed below: 
> MBA Students, Defence & Police Personnel, Engineers, Doctors, 
University Teachers and Management Teachers: Differences were not 
statistically significant between the mean scores of ethnocentrism for the two 
genders within the occupational groups. However, moderate levels of 
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ethnocentrism were observed in case of both the genders for all these groups 
[Table 4.17(b)]. 
> Managers: Significant differences were observed between the mean scores 
of ethnocentrism between the genders. Further, the females were found to be 
more ethnocentric than their male counterparts in the instant case [Table 
4.17(b)]. 
Table 4.17(b): Group Statistics for Gender 
Occupational Groups 
MBA Students 
Defence & Police 
Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management 
Teachers 
Gender 
Male 
N 
212 
137 
102 
88 
85 
48 
54 
Mean 
17.66 
31.98 
31.45 
38.89 
30.71 
29.18 
33.72 
Std. Dev. 
8.00 
8.43 
12.00 
9.56 
11.64 
8.40 
14.49 
Female 
N 
89 
23 
31 
35 
12 
46 
31 
Mean 
17.70 
34.69 
32.77 
36.85 
38.33 
31.65 
36.45 
Std. Dev. 
8.09 
7.97 
7.34 
8.06 
9.77 
7.25 
13.65 
Thus, hypothesis H09 i.e. significant differences do not exist between the mean 
scores of ethnocentrism for the two genders vis-a-vis each occupational group 
stands rejected for Managers while for other occupational groups it could not 
be rejected. 
4.2.7 Consumer Ethnocentrism and Big Five Personality Traits 
It should be recalled that hypothesis Hio had been generated to find out the 
relationship between consumer ethnocentrism and the Big Five Personality traits 
within each occupational group. To explore this relationship, Pearson correlation 
was applied (Table 4.18). 
For scoring the Ten Item Personality Inventory (TIPI) as suggested by Gosling et al. 
(2003), first the reverse-scored items were recoded (i.e., recode a 7 with a 1, a 6 with 
a 2, a 5 with a 3, etc.). Later, average was calculated of the two items (the standard 
item and the recoded reverse-scored item) that comprised the scale for each of the 
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personality trait. Subsequently Pearson correlation tool was applied on 
CETSCORES and calculated TIPI score for each occupational group. The results are 
presented in Table 4.18. 
Table 4.18: Correlation between CETSCORE and Big Five Personality 
Traits for Different Occupational Groups 
Occupational 
Groups 
MBA 
Students 
Defence & 
Police 
Personnel 
Engineers 
Doctors 
Managers 
University 
Teachers 
Management 
Teachers 
Pearson 
Correlation 
Sig. 
(2-tailed) 
N 
Pearson 
Correlation 
Sig. 
(2-tailed) 
N 
Pearson 
Correlation 
Sig. 
(2-tailed) 
N 
Pearson 
Correlation 
Sig. 
(2-tailed) 
N 
Pearson 
Correlation 
Sig. 
(2-tailed) 
N 
Pearson 
Correlation 
Sig. 
(2-tailed) 
N 
Pearson 
Correlation 
Sig. 
(2-tailed) 
N 
Big Five Personality Traits 
E 
-.163(**) 
.004 
301 
-.011 
.895 
160 
-.142 
.104 
133 
.059 
.519 
123 
-.149 
.144 
97 
.096 
.358 
94 
-.102 
.353 
85 
A 
-.156(**) 
.007 
301 
.019 
.814 
160 
-.191(*) 
.028 
133 
-.151 
.095 
123 
.053 
.609 
97 
-.011 
.917 
94 
-.308(**) 
.004 
85 
C 
-.215(**) 
.000 
301 
.027 
.734 
160 
-.149 
.086 
133 
.095 
.296 
123 
-.071 
.490 
97 
.022 
.834 
94 
-.103 
.349 
85 
ES 
-.117(*) 
.042 
301 
.108 
.175 
160 
-.097 
.266 
133 
.070 
.440 
123 
.009 
.934 
97 
.113 
.279 
94 
.005 
.966 
85 
OE 
-.183(**) 
.001 
301 
-.064 
.419 
160 
-.239(**) 
.006 
133 
-.016 
.857 
123 
-.163 
.111 
97 
.106 
.311 
94 
-.294(**) 
.006 
85 
* Correlation is significant at the 0.05 level; •• Correlation is significant at the 0.01 level 
Key: E: Extroversion; A: Agreeableness; C: Conscientiousness; ES: Emotional Stability; 
OE: Openness to Experiences 
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Interpretation 
The results interpreted from table 4.18 are discussed below: 
> MBA Students: There was significant association between the CETSCORE 
and the Big Five Personality traits for this group. All the traits were 
negatively correlated with the CETSCORE, although the relationship was 
not strong. 
> Defence & Police Personnel, Doctors, Managers and University 
Teachers: There was no association between the CETSCORE and the Big 
Five Personality traits for these occupational groups. 
> Engineers and Management Teachers: For both these groups, two of the 
Big Five Personality traits i.e., agreeableness and openness to experiences 
were significantly and negatively correlated with the CETSCORE although 
the relationship was not strong for these personality traits. Significant 
association did not exist between the CETSCORE and the rest of the Big 
Five Personality traits. 
Thus, hypothesis Hio i.e. there is no relationship between Big Five Personality 
traits and the level of ethnocentrism for each occupational group stands 
rejected for MBA Students, Engineers and Management Teachers, while for 
other occupational groups it could not be rejected. 
4.2.8 Levels of Consumer Ethnocentrism in India 
Hypothesis Hn was generated to compare the levels of ethnocentrism observed in 
Indian respondents to the samples from other parts of the world as well as previous 
studies from India. The degree of consumer ethnocentrism among the consumers can 
be easily interpreted from the total CETSCORE (Kucukemiroglu, 1999; Kaynak &. 
Kara, 2002). In order to compare results with previous studies, all 17- items of the 
original CETSCALE were considered. As a 7-point Likert scale was used, the 
CETSCORES ranged from 17 to 119. In this context, it is to be noted that mean 
scale value of CETSCALE was taken as indicator of the intensity of ethnocentrism; 
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a higher mean scale value indicating higher consumer ethnocentricity (Shimp & 
Sharma, 1987; Witkowski, 1998; Elliott et al., 2003; Hamin & Elliott, 2006). 
The CETSCORES of all the occupational groups (Table 4.19) were found to be 
comparable to samples from previous studies (Shimp & Sharma, 1987; Netemeyer et 
al., 1991; Grant & Wren, 1993; Good & Huddleston, 1995; Sharma et al., 1995; 
Falkowski et al., 1996; Caruana & Magri, 1996; Chakraborty et al., 1996; Durvasula 
etal., 1997; Witkowski, 1998; Steenkamp & Baumgartner, 1998; Brodowsky, 1998; 
Acharya, 1998; Huh et al., 1999; Vida & Fairhurst, 1999; Bandyopadhyay & 
Muhammad, 1999; Watson & Wright, 2000; Mincheol, 2001; Bandyopadhyay & 
Saevarsdottir, 2001; Puccinelli, 2002; Anwar, 2002; O'Cass & Lim, 2002; Suh & 
Kwon, 2002; Shoham & Brencic, 2003; Lee et al., 2003; Philp & Brown, 2003; 
Elliott et al., 2003; Ang et al., 2004; Bawa, 2004; Wang & Chen, 2004; Hamin & 
Elliott, 2006; Ettenson & Klein, 2005; Yelkur et al., 2006; Upadhyay & Singh, 
2006; Chryssochoidis et al., 2007; Khan et al., 2007; Khan & Rizvi, 2008). The 
results have been discussed in detail in the next chapter. Thus, hypothesis Hn i.e., 
there are no differences between the levels of ethnocentrism exhibited by 
respondents from India and other parts of the world could not be rejected. 
Table 4.19: CETSCORES for Different Occupational Groups 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
N 
301 
160 
133 
123 
97 
94 
85 
Mean 
56.87 
77.16 
71.97 
75.52 
60.49 
86.17 
50.78 
Std. Deviation 
21.69 
17.79 
20.50 
17.76 
21.93 
20.99 
20.65 
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4.2.9 Summary of Hypotheses Testing 
Table 4.20 presents a summary of the hypotheses that were generated for this study 
and the results obtained after analysis and interpretation of the data for various 
occupational groups. 
Table 4.20: Summary of Results of Hypotheses Testing 
No. 
Hoi 
Ho2 
Ho3 
Ho4 
Ho5 
Ho6 
Ho7 
Ho8 
Ho9 
Hio 
Hn 
Hypotheses 
The original CETSCALE is unidimensional for each 
of the occupational groups. 
The modified CETSCALE possesses internal 
consistency as well as construct reliability for each 
of the occupational groups. 
The modified CETSCALE holds convergent validity 
for each of the occupational groups. 
Significant differences do not exist between the 
mean scores of ethnocentrism for various age 
categories vis-^-vis each occupational group. 
Significant differences do not exist between the 
mean scores of ethnocentrism for various income 
categories vis-4-vis each occupational group. 
Significant differences do not exist between the 
mean scores of ethnocentrism for Hindus and 
Muslims vis-^-vis each occupational group. 
Significant differences do not exist between the 
mean scores of ethnocentrism for the two socio 
economic categories vis-a-vis each occupational 
group. 
Significant differences do not exist between the 
mean scores of ethnocentrism for differing levels of 
educational qualification vis-^-vis each occupational 
group. 
Significant differences do not exist between the 
mean scores of ethnocentrism for the two genders 
vis-A-vis each occupational group. 
There is no relationship between Big Five 
Personality traits and the level of ethnocentrism for 
each occupational group. 
There are no differences between the levels of 
ethnocentrism exhibited by respondents fi-om India 
and other parts of the world. 
Results 
Rejected 
Not Rejected 
Not Rejected 
Rejected for G1*,G2 
Not Rejected for G3, 
04, 05,06, 07 
Not Rejected 
Rejected for 05 ,07 
Not Rejected for 01, 
02 ,03 ,04 , 06 
Not Rejected 
Not Rejected 
Rejected for 05 
Not Rejected for 01, 
02 ,03 ,04 ,06 , 07 
Rejected for 01 ,03, 
07 
Not Rejected for 02, 
04 ,05 ,06 
Not Rejected 
* Key: Gl: MBA Student; G2: Defence & Police Personnel; G3: Engineers; G4: Doctors; 
G5: Managers; G6: University Teachers; G7: Management Teachers 
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CHAPTER 5 
FINDINGS & DISCUSSION 
The findings of the data analyzed in the previous chapter are discussed in this 
chapter. This chapter is divided into two parts. The first part (section 5.1) deals with 
the summary of results and the second part (section 5.2) presents a discussion on the 
results. The findings of the data related to the dimensionality of the CETSCALE, its 
purification, reliability and validity of the modified CETSCALES for each 
occupational group, relationship with demographics as well as Big Five Personality 
traits are discussed in this chapter. Finally the prevailing levels of ethnocentrism 
have been compared to those observed in previous studies in India and other parts of 
the world. 
5.1 Summary of Results 
5.1.1 Dimensionality of the CETSCALE 
Exploratory Factor Analysis (EFA) was performed, and it was found that the 
original CETSCALE was not unidimensional in any of the occupational groups. 
Further, Confirmatory Factor Analysis (CFA) was carried out to check for 
unidimensionality of the original CETSCALE in all the occupational groups. The 
results obtained confirmed that the 17-item CETSCALE was not unidimensional in 
any of the occupational groups sampled in the study. The next step was that of scale 
purification. This step has been done to obtain better fitting modified unidimensional 
scales for each of the occupational groups. 
5.1.2 Scale Refinement 
As the original CETSCALE was not found to be undimensional for any of the 
occupational groups, it was decided to obtain better fitting scales with the help of 
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item reduction method recommended by Anderson & Gerbing (1988). In this 
procedure, standardized residuals were used to purify the scales and achieve 
unidimensionality of the construct. Table 5.1 presents the items that were retained 
in the modified CETSCALE for each occupational group after the above procedure. 
Thus, it is clear that the concept of ethnocentrism has a different meaning for each 
occupational group. 
In the light of the above, the researcher has attempted to place the various 
occupational groups on a continuum based on the levels of consumer ethnocentrism 
observed in these groups (Fig 5.1). It should be noted that on this continuum, as we 
move from left to right, the level of ethnocentrism increases. The mean 
CETSCORES for each of the occupational groups are given in Table 5.2. 
Figure 5.1: Location of Studied Occupational Groups on CETSCORE Continuum 
LOW 
HI VIT 1 1 MS 1 1 M 1 1 E 1  D 1 | D & P | 
HIGH 
U T H 
Key: MT: Management Teachers, MS: MBA Students, M: Managers, E: Engineers, 
D: Doctors, D&P: Defence & Police Personnel, UT: University Teachers 
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Table 5.2: Group Statistics 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Total 
for Different Occupational Groups 
N 
301 
160 
133 
123 
97 
94 
85 
993 
Mean 
3.0081 
4.6625 
3.9156 
4.5299 
3.9010 
4.8891 
2.9674 
3.8465 
Std. Deviation 
1.29115 
1.27016 
1.37479 
1.08697 
1.40938 
1.39675 
1.19625 
1.48479 
5.1.3 Reliability and Validity of the Modified CETSCALES 
The reliability and validity of the CETSCALE was computed for all the 
occupational groups. The reliability or internal consistency was calculated by 
determining the value of Cronbach Alpha. As suggested by Garson (1998) and 
Lindquist et al. (2001), value of 0.7 is acceptable for exploratory work, but 0.8 or 
higher should be the goal. In this study, the values for modified CETSCALES 
ranged from 0.8 to 0.9 and thus acceptable in case of all the occupational groups viz. 
MBA Students, Defence & Police Personnel, Engineers, Doctors, Managers, 
University Teachers, and Management Teachers. Using Structural Equation 
Modelling (SEM) technique, construct reliability and variance extracted measures 
were estimated. The value of construct reliability for all the occupational groups was 
above the recommended level of 0.6 suggested by Fomell & Larcker (1981). In 
general, the variance extracted for each occupational group was near to the 
recommended level suggested by Fomell & Bookstein (1982) [Please see Table 
4.9]. 
The modified CETSCALE also exhibited convergent validity in all of the 
occupational groups sampled in the study. This was determined by examining the t-
values (Table 4.10). These were all above 3.29 supporting convergent validity 
(Anderson & Gerbing, 1988) for all the occupational groups [Please see Table 4.10]. 
Another fit to assess the convergent validity were the NFI values which were also 
greater than 0.9 in all the occupational groups indicating that the modified 
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CETSCALES possess convergent validity (Aliire et al, 1996) [Please see Table 
4.8]. 
5.1.4 Consumer Ethnocentrism and Demographics 
5.1.4.1 Age 
One-way ANOVA or independent samples t-test was applied to test whether 
significant differences existed between the mean scores of ethnocentrism for various 
age categories vis-£l-vis each occupational group. The results showed that significant 
differences existed in case of MBA Students and Defence & Police Personnel on the 
level of ethnocentrism. Respondents falling in lower age bracket were found to be 
more ethnocentric than the older lot within the MBA Student group. However, in 
case of Defence & Police Personnel, the results were contrary. Respondents in the 
older age category were found to be more ethnocentric than the younger group. For 
the rest of the occupational groups, there were no significant differences in the mean 
scores of ethnocentrism for various age categories. However, in aggregate terms the 
respondents exhibited moderate levels of ethnocentrism in all occupational groups. 
5.1.4.2 Income 
One-way ANOVA or independent samples t-test was applied to test whether 
significant differences existed between the mean scores of ethnocentrism for income 
categories for each occupational group. Significant differences were not observed in 
any of the groups. Thus, it can be surmised that income has no effect on the level of 
ethnocentrism in the occupational groups sampled in the study. However, in 
aggregate terms, the respondents exhibited moderate levels of ethnocentrism in all 
occupational groups. 
5.1.4.3 Religion 
Independent samples t-test was applied to test whether significant differences 
existed between mean scores of ethnocentrism on religion within each occupational 
group. The results showed that significant differences did indeed exist for Managers 
and Management Teachers. In the case of Managers, it was found that the followers 
of Islam were more ethnocentric than their Hindu brethren. However, in the case of 
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Management Teachers, it was noticed that followers of Hinduism were more 
ethnocentric. For the remaining occupational groups, significant differences were 
not observed in the mean scores of ethnocentrism for the two religions. However, 
here too the respondents were found to exhibit moderate levels of ethnocentrism. 
5.1.4.4 Socio-Economic Categories (SEC) 
Independent samples t-test was applied to test whether significant differences 
existed between the mean scores of ethnocentrism for various socio-economic 
categories vis-a-vis different occupational groups. It should be noted that in case of 
Engineers, Managers and Management Teachers, almost all the respondents fell into 
a single category i.e. upper-middle class and thus no test of difference could be used 
on the data. Significant differences were not observed in any of the occupational 
groups viz. MBA Students, Defence & Police Personnel, Doctors & University 
Teachers. However, in general, the respondents were found to exhibit a moderate 
level of ethnocentrism in all occupational groups. 
5.1.4.5 Education 
One-way ANOVA or independent samples t-test was applied for testing whether 
significant differences existed between the mean scores of ethnocentrism for 
differing levels of educational qualification vis-a-vis each occupational group. 
Results showed that significant differences did not exist in the level of 
ethnocentrism as far as the level of education is concerned for the occupational 
groups. Differences in the level of ethnocentrism could not be tested for MBA 
Students, Engineers, Doctors, and Management Teachers as responses fell in one 
educational group i.e. PGs/Professionals. However, the respondents were found to 
exhibit moderate levels of ethnocentrism in all occupational groups. 
5.1.4.6 Gender 
When independent samples t-test was applied to te^ whether significant differences 
existed between the mean scores of ethnocentrism for the two genders vis-a-vis each 
occupational group, it was found that in case of Managers significant differences did 
exist between both the genders as far as their level of consumer ethnocentrism is 
concerned. Females were more ethnocentric compared to their male counterparts. 
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For the rest of the occupational groups, significant differences did not exist between 
the mean scores of ethnocentrism for the two genders. However, here too the 
respondents were found to exhibit moderate levels of ethnocentrism in all 
occupational groups. 
5.1.5 Consumer Ethnocentrism and Big Five Personality Traits 
Pearson correlation statistical tool was applied to find out the relationship between 
consumer ethnocentrism and the Big Five Personality traits for each occupational 
group. There was no significant relationship between Big Five Personality traits and 
the level of consumer ethnocentrism for Defence & Police Personnel, Doctors, 
Managers and University Teachers. 
For the MBA Students, all the Big Five Personality traits were significantly and 
negatively correlated with the CETSCORE, although the relationship was not 
strong. Respondents who were low on these personality traits exhibited higher levels 
of consumer ethnocentrism. 
For the Engineers and Management Teachers, two of the Big Five Personality traits 
were significantly and negatively correlated with the CETSCORE. These personality 
traits were agreeableness and openness to experiences. The relationship was not 
strong for these traits. There was no significant association between the CETSCORE 
and the rest of the Big Five Personality traits. 
5.2 Discussion on Results 
The study illustrates that the consumer ethnocentrism concept is not conceptually 
equivalent to the concept of consumer ethnocentrism in the US, where it was found 
to be unidimensional in the original study (Shimp & Sharma, 1987). Studies 
replicated in other nations too have not found the scale to be unidimensional either 
(Mulye et al, 1997; Marcoux et ai, 1997; Mavondo & Tan, 1999; Moon & Jain, 2001; 
Lindquist et al., 2001; Douglas & Nijssen, 2002; Yu & Albaum, 2002; Supphellen & 
Gronhaug, 2003; Bawa, 2004; Yelkur et al., 2006; Upadhyay & Singh, 2006; Khan et al, 
2007; Khan & Rizvi, 2008). When Exploratory Factor Analysis and Confirmatory 
Factor Analysis were performed to check for the unidimensionality of the 
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CETSCALE in the present study, the resuhs obtained showed that the 17-iteni 
CETSCALE was not unidimensional in any of the occupational groups sampled in 
the study. The results concur with the observation of Mavondo & Tan (1999) that 
the 17 -item CETSCALE developed by Shimp & Sharma (1987) is a rich construct 
that should not be viewed as unidimensional. The following table presents findings 
of the studies conducted in other regions of the world as well as India in the context 
of unidimensionality of the CETSCALE. 
Table 5.3: Findings of Research Studies vis-i-vis Unidimensionality of the 
CETSCALE 
Author & Year 
Shimp & Sharma (1987) 
Netmeyer, Ehirvasula & Lichtenstein (1991) 
Grant & Wren (1993) 
Hult& Keillor (1994) 
Caruana & Magri (1996) 
Chakraborty, Allred & Bristol (1996) 
Mulye, Rickard & Higginson (1997) 
Durvasula, Andrews & Netemeyer (1997) 
Marcoux, Filiatrault & Che'ron (1997) 
Mavondo & Tan (1999) 
Hult, Keillor & Lafferty (1999) 
Bandyopadhyay & Muhammad (1999) 
Luque-Martfnez, Ibanez-Zapata & Barrico-
Garcia (2000) 
Moon & Jain (2001) 
Bandyopadhyay & Saevarsdottir (2001) 
Lindquist, Vida & Fairhurst (2001) 
Supphellen & Rittenburg (2001) 
Douglas & Nijssen (2002) 
Yu&Albaum(2002) 
Anwar (2002) 
Supphellen & Gronhaug (2003) 
Bawa(2004) 
Country 
US 
US 
France 
West Germany 
Japan 
US 
US 
Sweden 
Malta 
US 
Australia 
US 
Russia 
Poland 
Malaysia 
U.S. 
Sweden 
Japan 
India 
Bangladesh 
Spain 
South Korea 
Iceland 
Czech Republic 
Poland 
Hungary 
Poland 
The Netherlands 
Hong Kong 
India & Pakistan 
Russia 
India 
Is CETSCALE 
Unidimensional? 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
No 
Yes 
Yes 
No 
No 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
No 
Yes 
No 
No 
No 
Yes 
No 
No 
Yes 
No 
No 
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Reardon, Miller, Vida & Kim (2005) 
Yelkur, Chakrabarty & Bandyopadhyay (2006) 
Upadhyay & Singh (2006) 
Chryssochoidis, Krystallis & Perreas (2007) 
Khan, Rizvi & Qaddus (2007) 
Khan & Rizvi (2008) 
Present Study (2008) 
Kazakhstan 
Slovenia 
Australia 
India 
Greece 
India 
Pakistan 
India 
India 
Yes 
Yes 
No 
No 
Yes 
No 
No 
No 
No 
Source: Prepared by the researcher 
When scale refinement was carried out for each occupational group to obtain better 
fitting modified CETSCALES, it was found that different items were being retained 
for each occupational group. In the present study too, common items retained by 
Bawa (2004) were retained in case of some of the occupational groups. However, 
not all of them were retained in any of the occupational groups altogether. Also, 
there was only one retained item viz. statement 1 out of the 17 items of the 
CETSCALE that was common to all the occupational groups for the present study 
(Table 5.1). Although it was not a part of the common items that were retained in 
Bawa's (2004) study. She herself too had cautioned about the use of retained items 
by other researchers working on consumer ethnocentrism in India. Kelloway (1998) 
too cautions that such post hoc modifications, which are empirically generated, must 
be cross-validated on independent samples. 
The present study provides companies and researchers with a valuable instrument to 
aid both with the analysis, knowledge or segmentation of the markets, and with the 
designing of marketing-mix activities for various occupational groups. Further, 
findings could also help more insightful segmentation guidelines for both local 
producers and foreign firms. 
The study illustrated that the CETSCALE behaves just as a scale should behave in 
terms of reliability for all the occupational groups viz. MBA Students, Defence & 
Police Personnel, Engineers, Doctors, Managers, University Teachers, and 
Management Teachers, These reliability estimates ranging from 0.8 - 0.9 were 
comparable with those reported in other studies (Shimp & Sharma, 1987; Netemeyer 
et ah, 1991; Durvasula et al, 1997; Witkowski, 1998; Kucukemiroglu, 1999; 
Huddleston et al., 2000; Bandyopadhyay & Saevarsdottir, 2001; Kaynak & Kara, 
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2001; Mincheol, 2001; Pecotich & Rosenthal, 2001; Bawa, 2004; Hamin & Elliott, 
2006; Klein et al., 2006; Upadhyay & Singh, 2006). The construct reliability and 
variance extraction measures were used to estimate the scale reliability using SEM. 
The construct reliability was also acceptable for all the occupational groups. The 
variance extracted approximately reached the level of 0.5 (Fomell & Larcker, 1981) 
for the modified scales and in general, can be said to be acceptable for all the 
occupational groups. The modified CETSCALES also exhibited convergent validity 
in all of the occupational groups sampled in the study. The t-values were all above 
3.29 supporting convergent validity for all of the occupational groups (Anderson & 
Gerbing, 1988). The NFI values were also greater than 0.9 indicating that the refined 
CETSCALES exhibited convergent validity (Ahire et al., 1996). 
When the relationship of consumer ethnocentrism with the demographics was 
explored in this study, it was found that demographics adequately fail to explain the 
level of ethnocentrism prevalent in many of the occupational groups while 
significant differences did exist in few of them. Below is a detailed discussion on the 
same. Also in general, moderate levels of ethnocentrism were observed in different 
occupational groups. 
The results showed that there were significant differences between the mean scores 
of ethnocentrism for different age bands for the MBA Students and the Defence & 
Police Personnel. People of lower age were found to be more ethnocentric than 
people with older age within the MBA Student group [Table 4.12(c)]. The results 
concur with those of Caruana & Magri (1996) and Klein & Ettenson (1999) who 
also found that younger people have lower CETSCORES than older people. 
However, in the Defence & Police Personnel group, the results were contrary. 
People of older age were found to be more ethnocentric than people with lower age 
group [Table 4.12(c)]. In this context it is to be noted that in previous studies too, 
several researchers have reported that older people are more ethnocentric than 
younger people (Schooler, 1971; Bannister & Saunders, 1978; Wall & Heslop, 1986; 
Han, 1988; Wall et. al., 1988; McUin & Stemquist, 1991; Nielsen & Spence, 1997; 
Vida & Plassman 1998; Kucukemiroglu, 1999; Vida & Fairhurst, 1999; Huddleston 
et al., 2000; Balabanis et al., 2001, 2002; Orth & Firbasova, 2002; Douglas & 
Nijssen, 2003; Good & Huddleston, 1995; Vida & Reardon, 1997; Nijssen et al.. 
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1999; Watson & Wright, 2000; Lindquist et al, 2001; Vida & Dmitrovic, 2001; Lee 
et al, 2003; Supphellen & Gronhaug, 2003, Hamin & Elliott, 2006; Chryssochoidis 
et al, 2007). 
For the rest of the occupational groups, the results showed that there were no 
significant differences in the level of ethnocentrism vis-a-vis age variable. It must be 
mentioned here that some previous studies too researchers did not find any 
statistically significant relationship between age and CETSCORE (Wang, 1978; 
Festervand et al, 1985; Good & Huddleston, 1995; Sharma et al, 1995; 
Bandyopadhyay & Muhammad, 1999; Klein & Ettenson, 1999; Balabanis et al, 
2001; O'Cass & Lim, 2002; Philp & Brown, 2003; Bawa, 2004; Upadhyay & Singh, 
2006; Alami et al, 2007). 
The results showed that there were no significant differences in the level of 
ethnocentrism as far as the income variable is concerned within each occupational 
group. In their studies, Han (1988), Han (1990), McUin & Stemquist (1991), 
Witkowski (1998), Javalgi et al (2005), Hamin & Elliott (2006), Good &, 
Huddleston (1995), Alami et al (2007), and Nguyen et al (2008) have also reported 
that income has no bearing on the levels of ethnocentrism. It would not be out of 
place to mention that certain researchers (Sharma et al, 1995; Falkowski, 1996; 
Piron, 2002; Bailey & de Pineres, 1997; Yu & Albaum) have reported that income 
does affect the level of ethnocentrism. 
In the context of religion, results showed that there were significant differences in 
the level of ethnocentrism for Managers and Management Teachers. In the case of 
Managers, it was found that the followers of Islam were more ethnocentric than the 
followers of Hinduism [Table 4.14(b)]. However, in the case of Management 
Teachers, it was found that the followers of Hinduism were more ethnocentric as 
compared to the followers of Islam [Table 4.14(b)]. Kaynak & Kara (2002) also 
found in their study done in Turkey, that religiosity does have an impact on 
consumer ethnocentrism. However, significant differences did not exist in the other 
occupational groups. Javalgi et al (2005) too in their study found that religion may 
not play an important role in the understanding of purchase behavior. 
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Significant differences were not observed in the levels of ethnocentrism as far as the 
socio-economic category of the respondents was concerned in case of MBA 
Students, Defence & Police Personnel, Doctors and University Teachers. Studies 
done by Caruana & Magri (1996) and Bawa (2004) also did not find any class 
differences in CETSCORES. One should also note that the results obtained for 
socio-economic category should be given greater credence than those obtained for 
income owing to rampant misreporting of income in India. The findings of this study 
negate those of Shimp & Sharma (1987), Han (1988), Klein & Ettenson (1999), 
Nijssen et al. (1999), and Philp & Brown (2003) who reported that levels of 
efhnocentr'ism fall as one moyes up the social ladder. 
Also, results exhibited that significant differences did not exist in the level of 
ethnocentrism as far as the levels of educational qualification were concerned for 
various occupational groups. Studies conducted by Tongberg (1972), Balabanis et 
al. (2001), Bawa (2004), Javalgi et al. (2005), Upadhyay & Singh (2006), Alami et 
al. (2007), and Nguyen et al. (2008) also did not support that education affects the 
level of ethnocentrism. Closer home, Bandyopadhyay & Muhammad (1999) also 
found that consumer ethnocentrism is not related to education in Bangladesh. 
The results exhibited significant difference between the mean scores of 
ethnocentrism for both the genders vis-^-vis Managers. The findings concur with 
those of Festervand et al. (1985), Shimp & Sharma (1987), Han (1988), Good & 
Huddleston (1995), Sharma et al. (1995), Bruning (1997), Nielsen & Spence (1997), 
Ruyter et al. (1998), Bandyopadhyay & Muhammad (1999), Hult & Keillor (1994), 
Klein & Ettenson (1999), Kucukemiroglu (1999), Nijssen et al. (1999), Vida & 
Fairhurst (1999), Klein & Ettenson (1999), Clarke et al. (2000); Watson & Wright 
(2000), Huddleston et al. (2000, 2001), Vida & Dmitrovic (2001), Balabanis et al. 
(2001, 2002), Lee et al. (2003), Philp & Brown (2003), Javalgi et al. (2005), and 
Hamin & Elliott (2006) who reported that females exhibited higher ethnocentric 
tendencies than men. 
Whereas for other occupational groups, significant differences did not exist between 
males and females as far as the level of ethnocentrism was concerned. The findings 
are in line with many other studies that also did not find significant differences 
between both the genders (Anderson & Cunningham, 1972; Domoff e/ al., 1974; 
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McLain & Stemquist, 1991; Good & Huddleston, 1995; Caruana & Magri, 1996; 
Ruyter et ai, 1998; Vida & Plassman, 1998; Bandyopadhyay & Muhammad, 1999; 
Balabanis et al., 2001; Bandyopadhyay & Saevarsdottir, 2001; Supphellen 
& Rittenburg, 2001; O'Cass & Lim, 2002; Bawa, 2004; Upadhyay & Singh, 2006; 
Alami et al., 2007; Nguyen et al, 2008). Table 5.4 summarizes the instances where 
relationship was observed between consumer ethnocentrism and demographic 
variables. 
Table 5.4: Instances where Relationship was Observed Between Demographic 
Variables and Ethnocentrism for Various Occupational Groups 
Occupational Groups 
MBA Students 
Defence & Police Personnel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
Age 
Yes 
Yes 
No 
No 
No 
No 
No 
Demographic Variables 
Income 
No 
No 
No 
No 
No 
No 
No 
Religion 
No 
No 
No 
No 
Yes 
No 
Yes 
SEC 
No 
No 
-
No 
-
No 
-
Education 
. 
No 
-
-
No 
No 
-
Gender 
No 
No 
No 
No 
Yes 
No 
No 
Key: Yes: Statistically Significant Relationship; No: No Relationship; -: Statistical Tool could not be Applied 
Source: Prepared by the researcher 
If personality traits are explored, results showed that for the MBA Students, all the 
Big Five Personality traits were significantly and negatively correlated with the level 
of consumer ethnocentrism, although the relationship was not strong. It is interesting 
to note that for the Engineers and Management Teachers, there were two common 
traits that had negative relation with consumer ethnocentrism viz. agreeableness and 
opermess to experience. However, the relationship was very weak for these 
personality traits. No significant association was found between the CETSCORE 
and the rest of the personality traits. Also, for the rest of the occupational groups viz. 
Doctors, Managers, Defence & Police Personnel and University Teachers, none of 
the personality traits had a significant relationship with consumer ethnocentrism. 
The findings concur with those of Kassarjian & Sheffet (1991) who observed that in 
more than 300 personality studies conducted in consumer research, few studies 
indicate a strong relationship, some studies indicate no relationship and vast 
majority of studies suggest that if a relationship does exist, it is so weak that it is of 
little practical value to the marketers (Loudon & Bitta, 2003). Another study done by 
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Marks & Tharp (1990) used the CETSCALE to analyze the potential relationship 
between consumer ethnocentrism and consumer personality type and found no 
correlation between consumer ethnocentrism and the three types of personality 
established from applying the CAD-Scale (i.e. compliant, aggressive and detached). 
Table 5.5 summarizes the nature and type of relationship between the Big Five 
Personality traits and the CETSCORE for all the occupational groups. 
Consumer Ethnocentrism in India: Prevailing Trends 
As discussed earlier, the concept of consumer ethnocentrism means different things 
to these occupational groups. Based on this, a continuum was drawn that shows 
where each occupational group falls in terms of consumer ethnocentrism (Figure 
5.1). The Management Teachers had the lowest CETSCORE and the University 
Teachers had the highest CETSORE. In other words, among the seven occupational 
groups studied, the University Teachers had the highest ethnocentric level, followed 
by Defence & Police Personnel, Doctors, Engineers, Managers, MBA Students. 
Interestingly, Management Teachers exhibited lowest ethnocentric tendencies. 
Another interesting thing done in this study was to compare the observed levels of 
ethnocentrism of these occupational groups with previous studies from India as well 
as other parts of the world. The degree of consumer ethnocentrism among the 
consumers can be easily interpreted from the total CETSCORE (Kucukemiroglu, 
1999; Kaynak & Kara, 2002). In order to compare results with the previous studies, 
the fiill 17 - item original CETSCALE was considered. Thus, CETSCORES could 
range from a minimum of 17 to maximum of 119, owing to the use of a 7-point 
Likert scale. The mean value of CETSCORES has been taken as, the indicator of the 
intensity of ethnocentrism with a higher mean value indicating higher consumer 
ethnocentricity (Shimp & Sharma, 1987; Witkowski, 1998; Hamin & Elliott, 2006). 
Table 5.6 gives a snapshot of the CETSCORES obtained for the different groups in 
this study as well as the CETSCORES reported in previous studies. 
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Table 5.6: Reported CETSCORES from Present and Previous Studies 
Author & Year 
Shinip&Sharma(1987) 
Netemeyer, Durvasula & 
Lichtenstein(1991) 
Grant & Wren (1993) 
Good & Huddleston (1995) 
Sharma, Shimp & Shin 
(1995) 
Falkowski, Roznowski & 
Witkowski (1996) 
Caruana & Magri (1996) 
Chakraborty, Allred & 
Bristol (1996) 
Durvasula, Andrews & 
Netemeyer_^1992 
Witkowski (1998) 
Steenkamp & Baumgartner 
(1998) 
BrodowskyJ1998) 
Acharya(1998) 
Hult, Keillor & Lafferty 
(1999) 
Vida&Fairfiurst(1999) 
Bandyopadhyay & 
Muhammad (1999) 
Watson & Wright (2000) 
Mincheol (2001) 
Bandyopadhyay & 
Saevarsdottir(2001). 
O'Cass & Lim (2002). 
Suh & Kwon (2002) 
Puccinelli (2002) 
Anwar (2002) 
Shoham & Brencic (2003). 
Lee, Hong & Lee (2003). 
Country 
USA 
Detroit 
Carolinas 
Denver 
Los Angeles 
West Germany 
France 
Japan 
US 
USA 
Poland 
Russia 
Korea 
Poland 
Malta 
USA 
US 
Russia 
Hungary 
Mexico 
Belgium 
Great Britain 
Greece 
USA 
Australia 
US 
Japan 
Sweden 
Czech Republic 
Estonia 
Hungary 
Poland 
India 
Bangladesh 
New Zealand 
Korea 
Iceland 
Singapore 
USA 
Korea 
US 
India 
Pakistan 
Israel 
USA 
Mean 
51.92 (SD= 16.37) 
68.58 (SD=25.96) 
61.28 (SD=24.41) 
57.84 (SD=26.10) 
56.62 (SD=26.37) 
33.9 (SD=NA) 
39.3 (SD=NA) 
47.2 (SD=NA) 
50.5 (SD=NA) 
59.29 (SD= 21.25) 
69.19 (SD=NA) 
51.68 (SD=NA) 
85.07 (SD=NA) 
77.6 (SD=NA) 
56.80 (SD=26.95) 
44.63 (SD=15.01) 
50.24 (SD=22.85) 
32.02 (SD= 12.47) 
50.7 (SD=20.6) 
76.5 (SD=20.3). 
28.70 (SD=9.21) 
30.29 (SD=9.47) 
37.84 (SD=7.39) 
61.68 (SD=NA) 
56.40 (SD=NA) 
61.50 (SD=19.3) 
40.10 (SD=17.3) 
38.40 (SD-18.50) 
45.17 (SD=11.97) 
53.59 (SD=13.79) 
43.30 (SD=13.76) 
50.61(SD=14.33) 
50.66 (SD=23.12) 
74.46 (SD=21.25) 
62.21 (SD=25.79) 
49.3 (SD=NA) 
59.94 (SD= 17.102) 
38.25 (SD=13.94) 
40.80 (SD= 12.07) 
42.82 (SD=8.33) 
28.9(SD=14.62) 
49.81 (SD=21.08) 
71.40 (SD= 19.04) 
47.77 (SD=21.25) 
43.01 (SD=15.98) 
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Philp & Brown (2003) 
Elliott, Cameron & Acharya 
(2003). 
Ang, Jung, Kau, Leong, 
Pompitakpan, & Tan. (2004) 
Wang & Chen (2004) 
Bawa (2004) 
Hamin & Elliott (2006) 
Ettenson & Klein (2005) 
Upadhyay & Singh (2006). 
Yelkur, Chakrabarty & 
Bandyopadhyay (2006). 
Chryssochoidis, Krystallis & 
Perreas (2007) 
Khan, Rizvi & Qaddus 
(2007) 
Khan & Rizvi (2008) 
Present Study (2008) 
Australia 
Australia 
Indonesia 
Thailand 
Malaysia 
Korea 
Singapore 
China 
India-University students 
Material Management 
Professionals 
Senior Secondary School 
Students 
Indonesia 
Australia 
India 
Australia 
Greece 
India 
Pakistan 
India 
India-MBA Students 
Defence & Police Persormel 
Engineers 
Doctors 
Managers 
University Teachers 
Management Teachers 
62.60 (SD=21.49) 
56.31 (SD=NA) 
American 
Products 
63.58 
60.01 
55.59 
56.10 
44.37 
Japanese 
Products 
62.90 
-58.99 
57.63 
54.91 
43.01 
74.46 (SD= 15.64) 
52.43 (SD= 16.812) . 
55.24 (SD=25.128) 
78.71 (SD= 19.400) 
74.50 (SD = NA) 
81.09 (SD=27.03) 
66.96 (SD=NA) 
49.48 (SD=20.808) 
65.45 (SD= 17.85) 
63.17(SD = 33.20) 
77.50 (SD = 33.67) 
61.43 (SD = 31.40) 
56.87 (SD=21.69) 
77.16 (SD= 17.79) 
71.97 (SD=20.50) 
75.52 (SD=17.76) 
60.49 (SD=21.93) 
86.17 (SD=20.99) 
50.78 (SD=20.65) 
NA: Not Available because the infonnation was not reported in the publication. 
Source: Prepared by the researcher 
From Table 5.6 it is clear that even in case of developing nations like India, the 
behavior of CETSCALE is similar to that in any developed nation. The 
CETSCORES of all the occupational groups were found to be comparable to 
respondents in other parts of the developed world. The CETSCORES obtained for 
each occupational group support the findings of Bawa (2004), Upadhyay & Singh 
(2006), Khan et al. (2007), and Khan & Rizvi (2008). Thus ethnocentric tendencies 
are quite noticeable among Indians, although it is an emerging economy with an 
open market. There is no doubt that India has a healthy self image. 
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Thus, one can say that the consumers residing in developing nations like India are 
not far behind their counterparts in developed nations in the context of 
ethnocentrism. These findings negate those of Okechuku (1994), La Barre (1994), 
Good & Huddleston (1995), Durvasula et al. (1997), and Vida & Fairhurst (1999), 
who posited that consumer ethnocentrism is a phenomenon of the developed world. 
The results support findings of studies carried out in developed countries that show a 
nationality bias in favour of the country of the respondent (Nagashima, 1970, 1977; 
Baumgartner & Jolibert, 1977; Darling & Kraft, 1977; Cattin, Jolibert & Lohnes, 
1982; Usunier, 1992; Bruning 1997; Gurhan & Maheswaran, 2000). 
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CHAPTER 6 
CONCLUSIONS & MARKETING IMPLICATIONS 
This chapter is divided into two parts. The first part (section 6.1) deals with the 
conclusions arrived at after analysis, interpretation and discussion. The second part 
(section 6.2) presents marketing implications that can be suggested to both domestic 
as well as foreign firms planning to target the Indian consumer. 
6.1 Conclusions 
Consumer ethnocentrism has been studied by marketing researchers for the last two 
decades. The concept of consumer ethnocentrism and its measurement via the 
CETSCALE has added and given more insights to the literature on marketing and 
consumer behavior. The consumer ethnocentrism concept and the CETSCALE show 
promise as usefiil tools for understanding consumer behavior. It can improve 
understanding of how consumers and corporate buyers compare domestic with 
foreign-made products and how and why their judgments may be subject to various 
forms of bias and error (Nisbett & Ross, 1980; John, Scott & Bettman, 1986). 
Highly ethnocentric consumers are probably most prone to biased judgments by 
being more inclined to accentuate the positive aspects of domestic products and to 
discount the virtues of foreign-made items (Shimp & Sharma, 1987). 
In India, in overall terms, the modified CETSCALE behaves just as a scale 
measuring consumer ethnocentrism should behave in terms of reliability and 
convergent validity. But, the concept of consumer ethnocentrism in all the seven 
occupational groups examined was not conceptually equivalent to that prevailing in 
US and other countries where the scale was found to be unidimensional. The results 
of EPA and CFA carried out to obtain better versions of the CETSCALE confirm 
the above contention. The results of present research are in agreement with 
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observations of previous studies carried out in India by Bawa (2004), Upadhyay & 
Singh (2006), Khan et al. (2007), and Khan & Rizvi (2008). In their findings, they 
too posited that the scale was not unidimensionai in the Indian context. Nonetheless, 
this research provides practicing marketers as well as international researchers with 
a parsimonious refined CETSCALE for each of the occupational groups. This was 
necessary in light of the rapid pace of market globalization and expanding business 
opportunities in developing and expanding markets like India. 
Also, the demographic variables fail to adequately explain the phenomenon of 
consumer ethnocentrism in few of the occupational groups. The variable age was 
found to be related to ethnocentrism in case of MBA Students and Defence & Police 
Personnel. Gender was found to be related to consumer ethnocentrism in case of 
Managers only, while significant differences were observed in levels of consumer 
ethnocentrism on the variable religion in case of Management Teachers and 
Managers. 
None of the demographic variables was found to have a bearing on ethnocentrism in 
the sample of Engineers, Doctors and University Teachers. Also, the demographic 
variables income, SEC and education were not found to be related to ethnocentrism 
in any of the occupational groups. Overall, moderate levels of ethnocentrism were 
prevalent in occupational groups considered for the study with respect to the 
demographic variables. Bawa (2004) also observed that demographic variables fail 
to fully explain the phenomenon of consumer ethnocentrism in India. Upadhyay & 
Singh (2006) too in their study on India found that the ethnocentric tendency of 
Indians is not associated with their age, gender and educational level. Studies carried 
out in other parts of the worid (Tongberg, 1972; Domoff e/ al, 1974; Wang, 1978; 
Vida & Plassman, 1998) also concluded that the impact of age, gender and level of 
education on ethnocentric tendencies is insignificant. 
The Big Five Personality traits could not explain the phenomenon of consumer 
ethnocentrism in the sample of Defence & Police Personnel, Doctors, Managers and 
University Teachers. However, two of the personality traits, viz., agreeableness and 
openness to experiences were negatively related to consumer ethnocentrism for the 
sample of Management Teachers and Engineers. Interestingly, all the five 
personality traits, viz., agreeableness, openness to experiences, extraversion, 
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emotional stability and conscientiousness were negatively related to consumer 
ethnocentrism for the sample of MBA Students. However, the relationship was not 
strong between the Big Five Personality traits and consumer ethnocentrism for any 
of the occupational groups. Kassarjian & Sheffet (1991) also found that out of many 
personality studies conducted in consumer research few could identify a strong 
relationship between personality and aspects of consumer behavior. They observed 
that some studies indicate no relationship and while vast majority of studies suggest 
that if a relationship does exist, it is so weak that it is of little practical value to the 
marketers. In their study, Marks & Tharp (1990) too used the CETSCALE to 
analyze the potentiaJ relationship between consumer ethnocentrism and consumer 
personality type and found no correlation between consumer ethnocentrism and the 
three types of personality established from applying the CAD-Scale (i.e. compliant, 
aggressive and detached). 
Solomon (2007) explains that consumer behavior researchers have seen drawbacks 
in using personality characteristics to explain purchasing behavior, and therefore 
researchers have largely abandoned the use of personality measures after many 
studies failed to yield meaningfiil results. Kassarjian (1971) and Solomon (2007) 
gave some limitations of personality measures. They explained that many 
instruments originally intended to measure gross (overall) personality characteristics 
such as sociability, emotional stability, introversion or neuroticism have been used 
to make predictions about purchases of specific brands and may not be generalized 
for all the products or brands. Another reason that might be attributed to such results 
is that personality tests are often developed for specific populations (e.g. mentally ill 
people), and these test are then borrowed and applied to general population where 
their relevance is questionable. For example, the variables that lead to the 
assassination of a president, confinement in a mental hospital, or suicide may not be 
identical to those that lead to the purchase of a washing machine, a pair of shoes or a 
chewing gum. However, in general, the findings of the present research concur with 
those of the above cited studies. It also no doubt adds more substance to the existing 
literature and thus expands the body of knowledge on the subject. 
Proceeding with the level of consumer ethnocentrism prevalent among these 
occupational groups, it must be pointed out here that significant differences were 
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observed between various occupational groups in terms of their behavior towards 
domestic versus foreign products. For instance, the University Teachers were found 
to be the most ethnocentric while the Management Teachers were the least 
ethnocentric (Please see Fig 5.1). The reasons that might be attributed to such results 
may be that the sample for University Teachers comprised those who did not possess 
any professional education and were thus, perhaps, less open in their outlook. The 
modified 6-item CETSCALE for this group had 5 items related to the patriotic 
dimension (discussed in detail below) and it may be the prime reason for high levels 
of ethnocentrism observed in this group. 
Finally, while examining the CETSCORES, it was noticed that the Indian samples 
exhibited CETSCORES comparable not only to the samples from developing but 
also from developed nations (Please see Table 5.6). In their studies in India Bawa 
(2004), Upadhyay & Singh (2006), and Khan & Rizvi (2008) arrived at similar 
results. This challenges the viewpoint that consumer ethnocentrism is a phenomenon 
of the developed world. All those who are prone to criticize the Indians for their 
'craze' for foreign goods should make a special note of this finding. 
Macro-Dimensions of the CETSCALE 
Lindquist et al. (2001) classified the CETSCALE into four dimensions viz. 
patriotism, product availability, employment impact and economic impact. Shimp & 
Sharma (1987) stated that, "People who are highly consumer ethnocentric feel that 
purchasing foreign products is wrong because // hurts the domestic economy, results 
in loss of Jobs, and is unpatriotic". Two scale items namely, statements 2 and 16 
(Table 6.1), can be said to be tied to "product availability", though not so classified 
by Shimp & Sharma. Hence, the 17 items of CETSCALE can be said to be linked to 
four concepts viz. patriotism, product availability, employment impact and 
economic impact. Thus, when scale refinement is performed to obtain better fitting 
modified unidimensional scales in a particular market segment or group, these 
dimensions can help us understand which particular dimension has more impact in a 
particular market segment or group. Tlie present study is unique in this sense as 
analysis from the above perspective is being tried out for the first time in the 
Indian context. The refined scales for each particular group (Please see Table 5.1), 
present the items that were retained covering these four dimensions. 
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Interestingly, the three dimensions viz. patriotism, economic impact and 
employment impact, were part of all the refined scale items in all the occupational 
groups. The finding of this research corroborate observations of Witkowski (1998) 
who pointed out that in general, "nascent ethnocentrism may be encouraged by 
internal factors such as economic recession, high unemployment, and rapid 
technological and organizational change and all of these factors seem to be 
especially powerful in some developing nations." Surprisingly, the University 
Teachers were the only group where items related to the employment impact 
dimension were not retained. Also, the product availability dimension was not a part 
of the refined scales for some of the groups studied. 
Product A vailability 
In the case of MBA Students, Defence & Police Personnel, Engineers and 
University Teachers', the product availability dimension was not a part of the 
refined scale. As the University Teachers & Defence & Police Personnel were the 
most ethnocentric among all seven occupational groups, it can be assumed that 
irrespective of whether the item is locally available or not, they do not favor its 
import. Contrary to this, the product availability dimension may not have been 
retained in case of Engineers and MBA Students as they were not averse to buying 
foreign products and as such product availability dimension was not that relevant. 
For rest of the groups viz. Doctors, Managers and Management Teachers this 
particular dimension was a part of the refined CETSCALE. 
Patriotism 
Studies from various international markets indicate that under normal 
supply/demand conditions (when a wide range of domestic and foreign-made brands 
are available in any given product category), consumers will generally prefer 
domestic products, primarily due to their patriotic feelings (Han & Terpstra, 1988). 
It is to be noted that the most ethnocentric group among these occupational groups 
that is, the University Teachers had 5 items related to patriotic dimension out of the 
6-items retained in the modified CETSCALE. As, Santosh Desai (CEO, Future 
Brands, India) says 'The idea of self-consciously calling oneself Indian and with 
pride is a recent phenomenon' (Kaushik, 2008). The Management Teachers who 
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were found to be least ethnocentric had 5 items related to patriotic dimension out of 
12-items retained. These findings corroborate those of Ghose (2001b) in India who 
found that a sizeable number of respondents who were highly educated exhibited 
high ethnocentric tendencies. He further added that these respondents could be 
influenced by their patriotic feelings. Thus, it was expected that the patriotic 
dimension would be a part of the modified CETSCALE. 
Table 6.1: Macro Dimensions of CETSCALE 
Items Dimension Statement 
Statement 1 Patriotism Indian people should always buy Indian - made 
products instead of imports. 
Statement 2 Product availability Only those products that are unavailable in India 
should be imported. 
Statement 3 Employment impact Buy Indian-made products, keep India working. 
Statement 4 Patriotism Indian products, first, last and foremost. 
Statement 5 Patriotism Purchasing foreign made products is un-Indian. 
Statement 6 Employment impact It is not right to purchase foreign products because 
it puts Indian out of jobs. 
Statement 7 Patriotism A real Indian should 
products. 
always buy Indian-made 
Statement 8 Economic Impact We should purchase products manufactured in 
India instead of letting other countries get rich off 
us. 
Statement 9 Patriotism It is always best to purchase Indian products. 
Statement 10 Economic Impact There should be very little trading or purchasing of 
goods from other countries unless out of necessity. 
Statement 11 Employment impact Indians should not buy foreign products because it 
hurts Indian business and causes unemployment. 
Statement 12 Economic Impact Curbs should be put on all imports. 
Statement 13 Patriotism It may cost me in the long run but I prefer to 
support Indian products. 
Statement 14 Economic Impact Foreigners should not be allowed to put their 
products on our markets. 
Statement 15 Economic Impact Foreign products should be taxed heavily to reduce 
their entry into India. 
Statement 16 Product availability We should obtain from foreign countries only those 
products that we cannot obtain within our own 
country. 
Statement 17 Employment impact 
1 
Indian consumers who purchase products made in 
other countries are responsible for putting their 
fellow Indians out of work. 
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Employment Impact 
The Indian Economic Survey (2006-07) shows that unemployment continues to rise 
in India. The growth rate of 9.1 per cent is the highest for the economy, but at the 
same time, the unemployment scenario is the worst ever. The survey also confirms 
the structural changes the Indian economy is undergoing: from being agriculture-
oriented to becoming services oriented. This means agriculture is becoming 
increasingly irrelevant to the GDP, the conventional mode of measuring the 
economy. 
Thus, one may generally conclude that unemployment is likely to be of strong 
concern for the Indian consumer. Hence, it is expected that the CETSCALE items 
measuring this dimension would be part of the modified CETSCALE. In fact 
findings of the present study confirm this as employment impact was indeed part of 
modified CETSCALES in case of all occupational groups except University 
Teachers. As already discussed, in case of University Teachers the employment 
impact dimension may not have been retained owing to predominance of patriotism 
dimension. 
Economic Intact 
Another dimension considered was that oieconomic impact. Blackwell et al. (2003) 
posit that in addition to the important attributes of developing countries like high 
birth rates and strong population growth; low annual income is a reality in many of 
these markets. One can infer from this that consumers who are ethnocentric are 
concerned for the economic well-being of the nation. They fear that the entry of 
foreign firms will adversely affect the economy of their nation. The fmdings of 
present research also confirm this concern. 
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6.2 Marketing Implications 
Researchers, academics and practitioners worldwide have acknowledged the role of 
consumer ethnocentrism in evaluating a consumers preference for a foreign made 
product. It is an established fact that marketers have tried to understand the role of 
ethnocentrism from time to time and on its basis appropriate marketing strategies 
have been developed. The insights gained may also facilitate practitioners to re-
engineer their offerings keeping in mind the peculiar needs and preferences of the 
target market. The CETSCALE, an instrument for measuring consumer ethnocentric 
tendencies offers marketing managers a useful tool for better understanding how 
present and prospective customers feel about purchasing foreign versus Indian-made 
products. The scale has been offered as a market segmentation and positioning tool 
superior to that of demographic measures (Shimp & Sharma, 1987; Herche, 1992). 
The understanding of consumer ethnocentrism provides useful decision framework 
for market analysis, target market selection within different markets, insightful 
market segmentation at different levels, designing of marketing mix, etc. By 
determining the levels of consumer ethnocentrism, more insightfiil segmentation 
guidelines could be developed for both local producers and foreign firms. For 
managers, the prevailing levels of ethnocenfrism can help in identifying and 
targeting those consumers who are most likely to respond favorably to marketing 
communications which highlight domestic production facilities as also local themes. 
Further, this information can help international marketing managers to better 
understand how their offerings will be perceived in different segments of the global 
market, and to strategically target and position their exports accordingly. This 
information can also be of help to foreign firms in deciding plant locations, product 
development, advertising campaigns, etc. 
In other words, the study of ethnocentric tendencies among consumers in a country 
has clear implications for marketers. If ethnocentric tendencies in a market are high, 
foreign manufacturers looking forward to expand in that market need to take note as 
they are bound to face a tough challenge. If the consumers are high on all the 
dimensions of ethnocentrism (viz. product availability, patriotism, economic impact, 
employment impact), it would indeed be a very difficult market to enter and would 
require careful crafting of marketing sfrategy. 
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However, a market with high ethnocentric tendencies need not be avoided by foreign 
firms. But extensive market research and well thought out communication and 
distribution strategies are necessary to manage and influence purchase intentions 
(Javalgi et al., 2005). On the other hand, if products are originating from overseas, 
and if one knows what consumers expect from imported products, perhaps their 
local counterparts may improve their quality, appearance, and design or new ones 
may be developed so that consumer needs are properly satisfied. If the level of 
consumer ethnocentrism is high, domestic marketers distributing imported products 
or having a plant abroad need to take note as they are also bound to face a tough 
challenge. Continuing with the discussion of the application of the CETSCALE, 
researchers have suggested other areas also where it can be applied. 
Market Entry Decisions 
Market entry decisions may be influenced by the extent of ethnocentrism. If 
consumers in a country exhibit low degree of ethnocentrism, a local subsidiary 
might be a suitable entry mode for a foreign firm (Ruyter et al., 1998). Consumers 
with low ethnocentric tendencies treat it as a non domestic firm and thus clamor for 
its products. Licensing, joint ventures or strategic alliances may be an appropriate 
mode to enter a country where ethnocentric tendencies are more prevalent as 
compared to countries where ethnocentric tendencies are not so prevalent. Strategy 
on these lines has been successfully adopted by Maruti-Suzuki*, Modi-Xerox, Tata 
Motors-Fiat, Mahindra-Renault, Tata-AIG, ICICI-Lombard, ICICI-Prudential, 
Bajaj-AUianz, Bharti-Walmart, Tata-BP Solar, etc. to enter the expanding and 
emerging Indian market. 
Regional Marketing & Segmentation 
As suggested by Shimp & Sharma (1987) CETSCALE can also be used for regional 
marketing and geographic segmentation. If regionalized marketing programs are 
more popular, then marketing managers would be receptive to administering the 
CETSCALE and using the results to customize communication programs to 
different regions. For example, if the respondents of Southern region in India are 
more receptive to regional languages, then companies should use regional language 
Please see Appendix 3 for profile of companies. 
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rather than national language in their promotional campaigns and other media. The 
media applications may be in the form of regional magazines, local newspapers or 
broadcast advertising which may also be customized to the ethnocentric inclinations 
of specific geographic areas. Corporates like L'Oreal India Ltd., Tata Indicom, 
Mahindra & Mahindra, Amul have already taken note of it and are employing this as 
a marketing strategy. They advertise in regional language magazines and 
newspapers, which are a rich medium to reach out to mini metros and semi-rural 
areas. Nestle India Ltd. in its attempt to address the price conscious population 
living in smaller towns, semi-urban and rural areas used Rani Mukherjee, a popular 
Indian film actress, in its promotional messages. Even companies like LG 
Electronics India Pvt. Ltd., Maruti Udyog Ltd., and Idea Cellular Ltd., regularly 
advertise in Malayalam language daily Mathrubhumi to target the Kerala region 
(South India). 
Global Strategies Vs Local Strategies 
Ethnocentrism in target countries may negatively affect the implementation of a 
global marketing strategy as it has a common set of principles across all target 
countries. Many businesses try to standardize their global marketing mixes as far as 
possible for this leads to cost savings in product manufacturing, advertising, and 
distribution (Cateora, 1996). However, global strategies may not work effectively 
for a country where large ethnocentric segments exist. A more local responsive 
approach may be appropriate in such situations. This is all the more true in the 
context of branding strategies. Branding can be used to either emphasize the foreign 
origin of a product or concealing it. 
Advertising strategies would also be influenced, as advertising should reflect the 
'domestic' origin of the product (Ruyter et al, 1998). Ethnocentrism-pitched 
advertisements have been extensively used by local manufacturers, not only in the 
USA (Ettenson, Wagmer & Gaeth, 1988; Granzin & Olsen, 1995; Harvey, 1993; 
Olsen, Granzin & Biswas, 1993), but also in many other countries like Australia, 
Japan, Korea (Black, 1995; Fields, 1990; Lee, 1997) to stave off the foreign 
competition. For example, in the Indian context, Pepsi has dovetailed their 
promotional messages to suit local tastes. It started off with the trend in the early 90s 
by adapting its international advertisement featuring Michael J Fox to one depicting 
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Aamir Khan, a male Indian actor and director, and Aishwarya Rai, a famous film 
actress and former Miss World. 
Impact on HR Policies 
Another application of consumer ethnocentrism can be in the corporate world. A 
high level of ethnocentrism among employees may force companies to hire domestic 
rather than foreign workforce, irrespective of qualification criterions (Sinkovics & 
Holzmiiller, 1994). Companies might be forced to develop specific recruiting 
practices or training programs in order to cope with ethnocentrism if it exists in the 
organization. Companies could also periodically administer instruments such as the 
CETSCALE to feel the pulse of their employees. The same may be of immense help 
in proper management of employee-employer relations as also addressing career 
aspirations of the employees. 
Another case can be that if the expatriates have an ethnocentric feeling, how will 
they cope in foreign nation? A classic example is the unique strategy adopted by 
Korean firms like LG & Samsung wherein they provide the highest level of comfort 
to their expatriate employees in India. It entails the creation of "Korean Villages" 
and that offer special services such as Korean speaking maids who can cook Korean 
food. This no doubt helps the Korean employees to adapt with a minimum of 
cultural shock to Indian living conditions and resulted in increased motivation and 
productivity. Thus, by understanding the prevailing ethnocentric tendencies in their 
expatriate employees, companies can offer better facilities. 
Application in Retail 
Shimp & Sharma (1987) argued that the CETSCALE could be of value to retail 
chains making store location decisions. For example, a chain specializing in local 
goods could measure the level of consumer ethnocentrism in areas where they plan 
to open new stores to determine the likelihood that consumers would respond 
favorably to the Indian made products and little favor to foreign made products. 
The present study though primarily academic in nature, is expected to trigger a 
series of further studies, which may be helpful in developing appropriate marketing 
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strategies. However, the broad areas of marketing in which the findings of present 
study may be of help to practitioners are listed below: 
i. Development of promotional campaigns: This may include the decision 
regarding the use of basic advertising theme/appeal for specific 
advertisement, decision regarding the execution style of the advertisement, 
the selection of media and media vehicles, decision regarding media 
scheduling etc. By knowing the magnitude of the ethnocentric tendencies of 
consumers belonging to one market segment, an advertiser would be able to 
determine whether messages that address sub-dimensions of ethnocentrism 
such as patriotism would be appropriate or not. 
ii. Segmenting the market: Another area in which the findings of this study 
may prove to be of help to marketers is in market segmentation, particularly 
when the level of ethnocentrism is found to vary among various groups. 
Segmentation may not be based entirely on the groups, but it may also be 
used in conjunction with demographic and other variables. 
iii. Product design and development: In case the research findings vis-a-vis the 
level of ethnocentrism point towards favorable attitude towards a domestic 
product or a foreign product, then, the studies should be undertaken to find 
out their preferences which may be taken as a basis for labeling the product 
as "Indian-made" or "Foreign-made". Thus, such studies, as the current one, 
can be used as a prelude for undertaking consumer preference studies. 
Likewise, having this information could be of help in determining the 
situations in which the product's packaging should include the message of 
"made in (country of origin)". 
In the light of findings of this study it can be safely suggested that in order to 
increase the effectiveness of promotional campaigns, marketers must examine the 
level of ethnocentrism prevalent among various occupational groups. Most 
importantly, media and product segmentation plans might be adjusted in the light of 
differing CETSCORES across occupational groups. For example, knowing the 
magnitude of ethnocentric attitudes within a targeted market segment would indicate 
whether appeals to patriotism are appropriate. In this study. University Teachers and 
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Defence & Police Personnel were found to be the most ethnocentric groups. So, 
product information related to 'made-in India' tag needs to be highlighted for such 
occupational groups. This can be treated as an opportunity for domestic firms. On 
the other hand, the multinational firm's marketing strategy should be directed 
toward product quality and features, and away fi"om the product's country of origin. 
Management Teachers and MBA Students could comparatively be easy target for 
multinationals as they are less ethnocentric. 
Below is a summarized version of the suggested marketing strategies for the various 
occupational groups considered for the study. These strategies directly flow from the 
findings of present research. An attempt has also been made to present examples 
fi-om the Indian market where similar themes are being employed. 
Suggested Marketing Strategies for University Teacliers and Defence & Police 
Personnel 
As these groups exhibited highest ethnocentric tendencies, following marketing 
strategies could be suggested for domestic and foreign firms: 
Domestic Firms 
1. The domestic firms can target this segment by using themes such as 'made-
in-India' and 'buy- Indian' in their promotional campaigns. Advertising 
themes should reflect the 'domestic' origin of the product. Domestic 
companies are already using slogans like 'The Real Spice of India' - MDH 
Masale, 'The Taste of India' - Amul, Voltas - India ka AC (India's AC) to 
woo the target audience. In the automobile sector, tag lines like that of Bajaj 
- 'Hamara Bajaf (Our Bajaj), Hero Honda - 'Desh ki Dhadkari' (India's 
Heartbeat) with respect to their scooter and motorcycle ranges respectively, 
Maruti-Suzuki using slogans like 'India Comes Home in a Maruti Suzuki', 
are all excellent examples in this context. There is no doubt that by following 
this strategy, they are trying to cash in on the Indianess factor. 
Another example can be cited is that of Nokia 1100 made-for-India 
advertisement. Rustic, uncomplicated and very down-to-the-roots 
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Indian, it explains how the Nokia 1100 cell-phone is tailor-made for 
the Indian environment. The commercial opens with a loquacious 
truck driver and his assistant getting ready for a journey. The 
assistant mistakenly leaves the phone hanging on the bumper and the 
mobile is braving dusty and bumpy roads. As the journey ends, the 
phone rings, and the assistant switches on its torch by accident. He 
asks, 'Isme torch kyon hai?' (How come there's a torch in this?) The 
driver proudly explains: 'Oye, raat ko bhi chalta hai.' (It works in the 
night, too!). Here too the marketer is cleverly manipulating the 
Indianess factor. 
In order to capitalize on the craze for Cricket as also heightened 
nationalistic sentiments and reach out to the target market during the 
Asia Cup 2008, Star Cricket & ESPN Sports TV Networks have been 
using the slogan ''Ab waqt hai chillaojosh se India India' (Its time to 
scream India India Aloud). The audience is shown draped in colors of 
the Indian National flag. These ads have been placed in national 
language (Hindi) and regional dailies as well as English papers. Other 
companies associated with it, and promoting the Indianess factor are 
Hero Honda, Airtel, Maruti Suzuki, etc. 
2. Branding strategies too can be used to emphasize the domestic origin of the 
product. We have example of Indian auto major Maruti-Suzuki that 
emphasizes on the local origin of its brand by highlighting more on the name 
"Maruti" and not "Suzuki". 
Foreign Firms 
1. The foreign firm's marketing strategy should be directed toward product 
quality and features, but away from the product's country of origin to target 
groups with high ethnocentric tendencies. 
2. They can also highlight Indian culture, traditions and values so as to attract 
and connect with these groups. For example, in a recent television ad, Bharti 
Airtel tried to highlight the Indian cultural ethos and family values by 
showing grandfather - grandson reunion in a typical Indian village, and itself 
as the link between them. LG also frequently depicts festivals of India and 
their importance in promotional messages. Japanese auto giant Toyota also 
successfully employed this theme when it launched Qualis range of vehicles 
and later its successor Innova in India. It could successfully relate these 
vehicles with needs of large Indian families. 
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3. They can use modes such as licensing, joint ventures or strategic alUances to 
target this group. The same strategy has been followed by Maruti-Suzuki, 
Modi-Xerox, Tata Motors-Fiat, Mahindra-Renault, Tata-AIG, ICICI-
Lombard, ICICI Prudential, Bajaj-Allianz, Bharti-Walmart, Tata-BP Solar, 
to enter the Indian market. 
4. These firms can also show their concern for the country to target this 
segment. Samsung setup free repair camps as part of its relief mission in the 
tsunami affected parts of India in 2004. It also collected and distributed 
money and relief material in areas affected by the disaster. Nestle India helps 
provide clean drinking water and educate children in schools to conserve this 
scarce resource. It also supports initiatives to create awareness about the 
right to education and encourages the communities around its factories to 
send their children to school. The employees have developed a special play 
'Let Us Go to School' for this purpose. The company regularly conducts 
special programs for women to encourage adoption of good dairying 
practices. It also supports local schools, helps in the maintenance of public 
parks and green belts, facilitates blood donation camps and health awareness 
programs. 
Suggested Marketing Strategies for Managers, Engineers and Doctors 
These groups displayed moderate levels of ethnocentrism. The following 
marketing strategies can be suggested for them: 
1. Both the domestic as well as foreign firms can offer products with good 
quality and features and may not focus much on their 'made-in-
India/foreign' tags or themes related to country of origin/manufacturing type. 
2. Promotional campaigns for this occupational group may include themes that 
revolve around the quality and features of product. For example, Raymond 
Apparel Ltd. (RAL) and Nokia's focus on the quality and features of their 
products. 
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3. Both the domestic and foreign firms can emphasize on their brand names 
rather than where the product is manufactured. 
4. The female Managers were found to be more ethnocentric than their male 
counterparts. Thus, products and promotional messages need to be 
customized according to the need and requirement of females. The 
companies should ensure that the media vehicles and promotional themes 
should revolve around them and should not neglect their preferences. For 
example, HUL's product Dove - a beauty care product for women invariably 
shows working and professional women and not celebrities in its 
advertisement. 
Suggested Marketing Strategies for Management Teachers and MBA Students 
These two groups were the least ethnocentric among those studied. The following 
marketing strategies can be effective in their case: 
1. Foreign firms can easily target these groups as they are low on 
ethnocentrism. These firms can even highlight their foreign origin to attract 
these groups. For example, IBM Daksh highlights the foreign brand name 
IBM and not on the domestic brand Daksh. 
2. As this group exhibits comparatively low levels ethnocentrism, a local 
subsidiary might be a suitable entry mode for a foreign firm. Non-
ethnocentric customers might perceive the company as being non domestic 
and hence are more likely to purchase its products. Perhaps this might be the 
reason why LG, Samsung and Nestle have their subsidiaries in India and are 
a success. 
3. Domestic firms may improve their quality, appearance, and design or new 
product solutions may be offered so that consumer needs are property 
addressed. They need not focus much on 'made-in-India' themes. 
4. Domestic firms can highlight their concern for the country and consumers to 
target this segment. For example, steel giant SAIL (the Steel Authority of 
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India Limited) lias initiated a Prevention & Control of HIV/AIDS 
programme titled "SAIL AIDS Control Programme" (SACP). Similarly, 
Apollo Tyres has launched the Apollo Tyres Health Care Centre and 
provides general and sex related health services. 
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CHAPTER 7 
DIRECTIONS FOR FUTURE RESEARCH 
Although there has been a humble beginning in recent years to understand 
ethnocentric tendencies prevalent in our country (Bawa, 2004; Upadhyay & Singh, 
2006; Khan & Rizvi, 2008) more in-depth studies are needed in this area. Further, 
researchers need to delineate, refine, and expand the present findings to provide a 
broader knowledge base of Indian consumers. In as much as the global economy 
continues to grow ever more interdependent and competition among products and 
brands shows no signs of abating; the phenomenon of consumer ethnocentrism no 
doubt provides an area ripe for further study and exploration (Supphellen 
«&Rittenburg, 2001). 
Given the heterogeneous ethnicity found within India, as well as different levels of 
economic development, additional replicative and extension efforts will be 
necessary to "paint" a more complete picture of the impact of ethnocentrism (Bawa, 
2004). Further studies are needed that can provide additional information about the 
complex nature of the Indian culture and the mechanics at work during the 
evaluation of a domestic product or a foreign-made product apart from consumer 
ethnocentrism. 
Attempting to use a "universal consumer ethnocentrism model" for all the 
occupational groups may be possible, but the revised scales for all these groups do 
not meet the universality test as is also confirmed by the findings of the present 
study. More likely there is no such model (Lindquist et al, 2001). However, there 
may be a pool of common items that could be used and other new items can be 
added to truly measure consumer ethnocentric beliefs. Thus, there is a need for 
ongoing research in this direction. 
The present study, undertook analysis of ethnocentric tendencies among Indians in 
respect of selected demographic variables. Future researchers could incorporate 
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other socio-demographic factors as well. Some other socio-demographic variables 
that could be considered are developmental stage of the city, state and country, rural 
and urban inhabitation, etc. (Altintas & Tokol, 2007). Respondents from the lower 
strata of the society as also those from rural hinterland have largely been neglected 
in this study. With about 75% of India's population living in the villages and 
generating nearly half of the national income, the rural market plays a very 
important and decisive role in the Indian marketing environment. The Indian rural 
market is almost twice as large as the entire market of USA or Russia (Bargal, 
2004). India being a vast country, region-wise differences need to be examined vis-
a-vis consumer cthnocentrism. One also needs to explore whether the scale is 
applicable to consumers of high school age, house wives and other ethnic groups. 
Apart from demographic variables, more attitudinal and behavioral variables should 
be included in fiiture studies. For instance, consumers who have traveled abroad can 
be taken into consideration and their levels of ethnocentrism measured. Extension of 
this study to specific product categories can also be carried out. Future researchers 
can explore various product categories, the differences between high and low 
involvement; high and low priced products; and high and low technology products. 
One can consider that whether or not the role of consumer ethnocentrism in attitudes 
toward foreign made products increases as the perceived value and risk of the 
product category increases. Javalgi et al. (2005) caution that additional variables 
having a negative relationship with ethnocentrism should also be investigated in 
future studies. 
Constructs and predictors other than consumer ethnocentrism need to be considered 
to measure attitudes towards foreign goods. For example, research in the area of 
consumer animosity can be taken together with consumer ethnocentrism to measure 
consumer's attitude. These constructs affect consumers' attitude towards evaluating 
a product from a specific country (Klein et al., 1998; Nijssen & Douglas, 2004). 
Another research topic of interest can be the historical/longitudinal development of 
ethnocentric attitudes due to recent wars, political events or economic phenomena 
directly affecting labor such as plant closings and the erection or lowering of trade 
barriers. 
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Exploring antecedent conditions, such as individual needs for identity and feelings 
of belongingness or social acceptance, will also enhance understanding of consumer 
ethnocentrism. There is also a need to take a fresh look at the factors that limit the 
predictive ability of the CETSCALE in terms of product class and country. There 
are surely additional variables, such as domestic product availability, country-of-
origin of the imports, or price/quality considerations, that intervene between 
consumer ethnocentrism and actual purchasing behavior. A study of impact of 
ethnocentrism on willingness to buy foreign goods or product judgment (Shimp & 
Sharma, 1987; Netemeyer et al, 1991; Klein et al., 1998; Nijssen et al., 1999) and 
their moderating effects could help in linking the tendency with actual behavior. The 
attitude towards foreign products and domestic products will continue to provide a 
fertile field for investigation. Country image information should also be included in 
future studies as a predictor for specific products because some countries may be 
known for very unique products only (Javalgi et al., 2005). 
Other factors that have not been covered in the present research but are related to 
consumer ethnocentrism should be identified. Like, what would be the attitude of 
consumers towards foreign made products when there is significant competition 
among domestic goods but they need imported goods which are of vital importance 
for the country's economic growth. Such issues will provide a better understanding 
of the concept of consumer ethnocentrism. 
While the present study is an improvement over previous efforts that relied generally 
on students, the samples included here were largely recruited in a non-probabilistic 
fashion. Thus future researchers may also consider employing more representative 
samples in the study design. 
Product-specific and country-specific studies need to be carried out as imported 
products from different countries will have a different impact on the level of 
ethnocentrism. For example, high-tech products from Japan may be evaluated highly 
as compared to domestic products. Such endeavor will provide insight into the 
perception of consumers concerning products originating from different countries as 
they carry different images too. (Schooler, 1965; White & Cundiff, 1978; Cattin et 
al., 1982; Yaprak & Parameswaran, 1986; Han & Terpstra, 1988). Another worthy 
research that can be done is to see the impact of ethnocentrism on consumer's 
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willingness to purchase products made in a joint venture or strategic alliance 
comprising firms from both industrialized and home countries. 
Studies should determine whether ethnocentric tendencies affecting attitudes, 
beliefs, and intentions regarding products actually affect purchase behavior. McLain 
& Stemquist (1991) found in US that consumers who display strong ethnocentric 
tendencies were no more likely to purchase American-made products than those who 
were less ethnocentric; ahhough they may claim that they want to purchase 
American-made products, they do not actually carry out the actions to support this 
claim. The findings of this study indicate that, when foreign products are considered 
to be of higher quality, only the positive effect of ethnocentrism on evaluation of the 
domestic brand was observed. Future research should determine whether Indian 
consumers carry out purchase behaviors to match their ethnocentric views. 
The level of ethnocentrism prevalent in the government sector for the procurement 
of goods and services can be explored in future researches. Studies can examine the 
cost effectiveness of joint ventures / strategic alliances and thus try to reduce the 
level of ethnocentrism for this sector. If the level of ethnocentrism is moderate in 
this sector, then one can examine that whether procurement of goods from domestic 
market or foreign market is more feasible. 
Another important thing that can be determined is the impact of consumer 
ethnocentrism on services. Despite its increase in the world trade, not many studies 
have been carried out in this sector especially in the context of emerging economies. 
Services trade is increasing by leaps and bounds due to proliferation of broad band 
technology and the internet. Some services are more susceptible to consumer 
ethnocentrism than are others. For example, Altintas & Tokol (2007) found that 
services that are perceived as a necessity are less prone to consumer ethnocentrism. 
It would also be interesting to measure consumer ethnocentrism in the context of 
outsourced call centers and customer service centers (Shankarmahesh, 2006). More 
research should consider the effects of ethnocentrism on situations where the 
consumer encounters a domestic provider while purchasing a foreign service. Since 
a service is intangible and would be delivered by a local representative, the 
relationship between ethnocentrism and purchase intention might be affected or even 
diminished. Country-of-origin effects may also be different in service situations as it 
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may be harder to communicate service quality based on positive country-of-origin 
cues. The country-of-origin may be more difficult to convey since services are 
usually delivered by local employees and do not come with a 'made in' label 
(Javalgie/a/., 2005). 
Another aspect that needs to be explored is the dynamic nature of consumer 
ethnocentrism (Ruyter et al, 1998). If we look at the Indian market, historically, 
after gaining independence India followed a socialist-inspired approach, with strict 
government control over private sector participation, foreign trade, and foreign 
direct investment. However, since the early 1990s, India gradually opened up its 
markets through economic reforms by reducing government controls on foreign 
trade and investment. The privatization of publicly owned industries and the opening 
up of certain sectors to private and foreign interests has proceeded slowly amid 
much political debate (Srinivasan, 2002). As a result, the Indian market today is 
flooded with imported products from many countries, which compete with numerous 
additional Indian makes. This has opened up a plethora of choices for the Indian 
consumers. Continuous assessment of consumer ethnocentrism is therefore 
warranted in different geographical regions, in different segments and different 
countries and for different products. 
Longitudinal studies investigating more than one country in the same study would 
assist in the advancement of research concerned with comparisons of consumer 
ethnocentrism. Such cross national studies would investigate how the economic 
level, technological advancements, cultural factors of a particular country can 
influence the level of consumer ethnocentrism. 
Future studies need to throw more light on the promotional strategies that should be 
adopted by domestic multinationals. As suggested by Shankarmahesh (2006), small 
domestic companies can adopt the strategy of promoting their native image if 
prevalent ethnocentric tendencies exist in the domestic market, but large domestic 
multinationals will have a problem. Promoting native image at home and doing the 
same in foreign market can create inconsistencies in domestic multinationals. 
Therefore, more research is needed to know the effectiveness/ineffectiveness of such 
strategies. 
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APPENDIX 1(a): QUESTIONNAIRE FOR MBA STUDENTS [ 
Questionnaire 
We assure you that at no point will you be asked to reveal your identity. We thanl( you for sparing your 
valuable time to fill this questionnaire. 
Please read the statements and tick on the most appropriate choice using the following key. 
SA - Strongly Agree 
MA - Moderately Agree 
LA-Agree a Little 
NAND - Neither Agree 
Not Disagree 
LD-Disagree a Little 
MD - Moderately Disagree 
SD - Strongly Disagree 
Items 
Indian people should always buy Indian - made products 
instead of imports. 
Only those products that aie unavailable in India should 
be imported. 
Buy Indian-made products, keep India working. 
Indian products, first, last and foremost 
Purchasing foreign made products is un-Indian. 
It is not right to purchase foreign products because it puts 
Indian out of jobs. 
A real Indian should always buy Indian-made products. 
We should purchase products manufactured in India 
instead of letting odier countries get rich off us. 
It is always best to purchase Indian products. 
There should be veiy little trading or purchasing of goods 
from other countries unless out of necessity. 
Indians should not buy foreign products because it hurts 
Indian business and causes unemployment. 
Restrictions should be put on all in^i ts . 
It may cost me in the long tun but 1 prefer to support 
India products. 
Foreigners should not be allowed to put dieir products on 
our ma±ets. 
Foreign pnxJucts should be taxed heavily to reduce their 
entry into India 
We should obtain from foreign countries only those 
products diat we cannot obtain within our own country. 
Indian consumers who purchase products made in other 
countries are responsible for putting their fellow Indians 
out of work. 
I see myself as Extrovert, enthusiastic 
I see myself as Critical, quarrelsome 
I see myself as Dependable, self-disciplined 
I see myself as Anxious, easily upset 
I see myself as Open to new experiences, complex 
I see myself as Reserved, quiet 
I see myself as Sympathetic, warm 
I see myself as Disorganized, careless 
I see myself as Calm, emotionally stable 
I see myself as Conservative, uncreative 
SA MA LA NAND LD MD SD 
Your Information 
Class: Gender: Male / Female 
Religion: Islam/Hindu/Cbristian/others 
Pocket Money: Rs. /month 
Age: .(years) 
a) 20 to 25 b) 26 to 30 c) 31 to 35 
d) 36 to 40 e) 41 to 45 f) 46 & above 
Your Father's occupation_ 
Your Mother's occupation_ 
(ex. Business, Farming, Doctor, Unemployed, 
Engineer, Clerk, Housewife, etc) 
Your father's income Rs. 
Your Mother's income Rs. 
_/month (approx.) 
j 'month (approx) 
(Leave blank in case she is housewife) 
Your Father's highest quahfication/degree_ 
Your Mother's highest qualification/degree_ 
(ex. Middle school, High School. +2, UG, PG, PhD. MBBS, 
B.Tech, etc) 
APPENDIX 1(b): QUESTIONNAIRE FOR VARIOUS 
OCCUPATIONAL GROUPS (ENGLISH) 
Questionnaire 
We assure you that at no point will you be asked to reveal your identity. We thank you for sparing your 
valuable time to fill this questionnaire. 
Please read the statements and tick on the most appropriate choice using the following key. 
SA - Strongly Agree 
MA - Moderately Agree 
LA-Agree a Little 
NAND-Neither Agree 
Not Disagree 
LD - Disagree a Little 
MD - Moderately Disagree 
SD - Strongly Disagree 
Items 
Indian people should always buy Indian - made products 
instead of imports 
Only those products that are unavailable in India should 
be imported 
Buy Indian-made products, keep India working 
Indian products, first, last and foremost 
Puichasmg foreign made products is un-Indian 
It is not nght to purchase foreign products because it puts 
Indian out of lobs 
A real Indian should always buy Indian-made products 
We should purchase products manufachired in India 
instead of letting odier countnes get rich off us 
It IS always best to purchase Indian products 
There should be very little trading or purchasing of goods 
from other countnes unless out of necessity 
Indians should not buy foreign products because it hurts 
Indian business and causes unemployment 
Restncuons should be put on all imports 
It may cost me in the long run but I prefer to support 
India products 
Foreigners should not be allowed to put their products on 
our markets 
Foreign products should be taxed heavily to reduce their 
entry into India 
We should obtam from foreign countnes only those 
products that we cannot obtam withui our own country 
Indian consumer who purchase products made m other 
countnes are responsible for putting theu- fellow Indians 
out of work. 
I see myself as Extrovert, enthusiastic 
I see myself as Cntical, quarrelsome 
I see myself as Dependable, self-disciplmed 
I see myself as Anxious, easily upset 
I see myself as Open to new expenences, complex 
I see myself as Reserved, quiet 
I see myself as Sympathetic, warm 
I see myself as Disorganized, careless 
I see myself as Calm, emotionally stable 
I see myself as Conservative, uncreative 
SA MA LA NAND LD MD SD 
Your Information 
Gender: Male / Female 
Age: .(years) 
a) 20 to 25 b) 26 to 30 c) 31 to 35 
d)36to40 e)41to45 f)46to50 
g) 51 to 55 h) 56 to 60 i) 61 & above 
Religion: [slam/Hindu/Ctinstian/others 
Highest Qualification/Degree: 
(ex Middle school, High School, +2, UG, PG, PhD, MBBS, 
MD, B Tech, M Tech, MBA, etc) 
Occupation: 
(ex Business, Faming, Doctor, Unemployed, Engineer, Clerk, 
Professor, Teaching, Scientist, Manager, etc) 
Income Rs _/month (approximately) 
If your spouse is working, kindly mention bis/her-
Highesl QaaUflcadon/Degree: 
Occupation: 
Income: Rs. /month (approximately) 
APPENDIX 1(c): QUESTIONNAIRE FOR VARIOUS 
OCCUPATIONAL GROUPS (HINDI) 
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APPENDIX 2: Structural Equation Modeling Definitions 
Structural Equation Modeling (SEM): SEM is a powerful statistical technique 
that combines the measurement model (confirmatory factor analysis) and the 
structural model (regression or path analysis) into a simultaneous statistical test. 
Measurement Model: Measurement model estimates the unidimensionality, 
reliability and validity of each construct. 
Structural Model: Structural model involves estimating the relation between 
independent (exogenous) and dependent (endogenous) variables. 
LISREL: This is a Windows application for SEM developed by K. Joreskog & D. 
SQrbom, Scientific Software International Inc (SSI). 
Maximum Likelihood Estimation method (MLE): There are various methods 
available in SEM. If the data are continuous and sample size is not very large, then 
the MLE method is recommended. The ML estimates are obtained by means of an 
iterative procedure that minimizes a particular fit function by successively 
improving the parameter estimates. 
Standardized Residual: A residual is an observed minus a fitted covariance 
(variance). A standardized residual is a residual divided by its estimated standard 
error. There are such residuals for every pair of observed variables. Standardized 
residuals provide a "statistical" metric forjudging the size of a residual. They should 
have a value of <2.58 
Factor Structure: It is a term used to collectively refer to the entire set of pattern 
coefficients (factor loadings) in a model. 
Item Loadings/Lambdas: The standardized parameter estimates {factor pattern 
coefficients, validity coefficients or parameter estimates) often referred to as the 
Lambdas are the loadings associated with the arrows from latent variables to their 
respective indicator variables. 
T-values: They are examined as they are independent of units of measurement. If t-
values are all significant at the p<.05 level, it indicates that each item is significantly 
related to its specified construct. 
Communalities: These are the squared factor loadings for a variable. The 
communality measures the percent of variance in a given variable explained by its 
latent variable (factor) and may be interpreted as the reliability of the indicator. A 
recommended value is more than 0.50. 
The Root Mean Square Error of Approximation (RMSEA): This index measures 
the discrepancy between the observed and estimated covariance matrices per degree 
of freedom. The RMSEA measures the discrepancy in terms of the population and 
not the sample. Thus, the value of this fit index is expected to better approximate or 
estimate the population and not be affected by sample size. Again, values run on a 
continuum from 0 to 1, with values falling between 0.06 to 0.08 deemed as 
acceptable. 
Chi-square Test: The chi-square test is a measure of overall fit of the model to the 
data. If the chi-square value is statistically significant p< .000), it indicates that the 
model does not fit the data. 
Goodness-of-fit Index: The Goodness-of-Fit Index (GFI) is another indication of 
how well the model fits the data. It should be greater than 0.90. To adjust for model 
parsimony, an Adjusted Goodness-of-Fit Index (AGFI) is calculated which should 
exceed 0.90. The GFI and AGFI do not depend on sample size explicitly and 
measure how much better the model fits as compared to no model at all. 
Normed Fit Index (NFI): It is used to examine the proportion of total variance 
accounted for by a model. An acceptable value for the NFI is .90. 
Non-Normed Fit Index (NNFI): It compares a proposed model's fit to a nested 
baseline or null model. Value of 0.90 or greater is acceptable. It is also known as 
Tucker-Lewis Index (TLI). 
Parsimony Normed Fit Index (PNFI): It measures how much better the model fits 
as compared to a baseline model, usually the independence model. It takes 
parsimony (degrees of fi-eedom) into account. 
Parsimonious Goodness of Fit Index (PGFI):): It also measures how much better 
the model fits as compared to a baseline model, usually the independence model. 
Parsimony Fit Index (PFI): It reflects the amount of covariance explained by a 
model when its number of parameters is taken into account. That is, if the same 
amount of construct covariance is explained by two models, the less complex of the 
two models will have a higher PFI value. PFI values over .60 are considered 
acceptable 
Comparative Fit Index (CFI): It is as a noncentrality parameter-based index helps 
to overcome the limitation of sample size effects. ITiis index ranges from 0 to 1, 
with 0.90 or greater representing an acceptable fit. CFI is similar to the NFI, except 
that it overcomes the difficulties associated with sample size 
APPENDIX 3: Profile of Companies Referred to in Thesis 
Amul: It is a dairy cooperative movement in India that was established in 1946. It is 
a brand name managed by an apex cooperative organisation, Gujarat Co-operative 
Milk Marketing Federation Ltd. (GCMMF), which today is jointly owned by some 
2.6 million milk producers in Gujarat, India. It has numerous dairy products as bread 
spreads, milk drinks, powder milk, fresh milk, cheese, desserts, health drink, curd, 
pizza, chocolates, etc. 
Apollo Tyres: An Indian tyre company registered in 1975, and was the first Indian 
tyre company to launch exclusive branded outlets - Apollo Tyre World - for truck 
tyres. 
Bajaj: Founded in 1926, the Bajaj Group is amongst the top 10 business houses in 
India. Its footprint stretches over a wide range of industries, spanning automobiles 
(two-wheelers and three-wheelers), home appliances, lighting, iron and steel, 
insurance, travel and finance. The group's flagship company, Bajaj Auto, is ranked 
as the world's fourth largest two- and three- wheeler manufacturer and the Bajaj 
brand is well-known in over a dozen countries in Europe, Latin America, the US and 
Asia. 
Bajaj-AIIianz General Insurance Company Ltd: It is a joint venture between 
Bajaj Auto Limited and Allianz SE. Both enjoy a reputation of expertise, stability 
and strength. Bajaj Allianz General Insurance received the Insurance Regulatory and 
Development Authority (IRDA) certificate of Registration (R3) on 2001 to conduct 
General Insurance business (including Health Insurance business) in India. 
Bharat Heavy Electricals Ltd. (BHEL): Established more than 40 years ago, it is 
the largest engineering and manufacturing enterprise in India in the energy-
related/infi-astructure sector. It manufactures over 180 products under 30 major 
product groups and caters to core sectors of the Indian Economy viz.. Power 
Generation &. Transmission, Industry, Transportation, Telecommunication, 
Renewable Energy, etc. 
Bharti Airtel Ltd.: India's leading integrated telecom company, has been at the 
forefront of the telecom revolution and has transformed the telecom sector with its 
world-class services built on leading edge technologies. Bharti has been a 
pioneering force in the telecom sector and today enjoys a strong nationwide 
presence. 
Bharti-Walmart: Bharti Enterprises and Wal-Mart Stores, Inc. signed a 
Memorandum of Understanding (MoU) in 2006 to jointly explore business 
opportunities in India. Bharti, with its deep knowledge of India's fast growing 
consumer market and Wal-Mart, with its extensive global retail experience, share the 
same commitment to building relationships with producers in order to provide great 
quality at reasonable prices to consumers everyday in India. 
Hero Honda: The joint venture between India's Hero Group and Honda Motor 
Company, Japan has not only created the world's single largest two wheeler 
company but also one of the most successful joint ventures worldwide. During the 
80s, Hero Honda became the first company in India to prove that it was possible to 
drive a vehicle without polluting the roads. 
Hindustan Unilever Limited (HUL): Formerly Hindustan Lever Limited , it is 
India's largest fast moving consumer goods company and was formed in 1933 as 
Lever Brothers India Limited. Its parent company is Unilever, an Anglo-Dutch 
company that owns a majority stake in HUL. HUL is the market leader in Indian 
products dealing in Home & Personal Care Products (HPC) for personal wash like 
Lux, Lifebouy, Liril, Hamam; laundry like Surf Excel, Rin, Wheel; hair care like 
Sunsilk naturals, Clinic; deodorants like Axe, Rexona; ayurvedic personal & 
healthcare like Ayush, Dove, Breeze, Pears, Rexona; skin care like Fair & Lovely, 
Pond's, Vaseline; oral care like Pepsodent, Closeup; color cosmetic like Lakme. It 
also offers Foods & Beverages like Kissan, Annapuma, Knorr, Brooke Bond (Tea), 
Lipton (Tea), Brooke Bond Bru (Coffee), Kwality Wall's Ice cream. 
IBM Daksh: It is the fastest growing and the largest independent Business Process 
Outsourcing (BPO) services provider in India. In April 2004, IBM Corporation 
acquired Daksh e-Services to serve as a global hub to manage business processes for 
clients from across the world. With 12 service delivery centers in India, IBM Daksh 
is a key part of a network of more than 36 BTO centers around the world. 
ICICI-Lombard: ICICI Lombard General Insurance Company Limited. (ICICI 
Lombard) is a 74:26 venture between ICICI Bank, India's largest private sector bank 
and Lombard, one of the oldest property and casualty insurance companies in 
Canada. The company received regulatory approvals to commence general insurance 
business in August 2001. 
ICICI-Prudential: ICICI Prudential Life Insurance Company is a joint venture 
between ICICI Bank - one of India's foremost financial services companies-and 
Prudential pic - a leading international financial services group headquartered in the 
United Kingdom. The operations began in 2000 after receiving approval from 
Insurance Regulatory Development Authority (IRDA). ICICI Prudential was the 
first life insurer in India to receive a National Insurer Financial Strength rating of 
AAA (Ind) from Fitch ratings. 
Idea Cellular Ltd.: A part of the Aditya Birla Group, IDEA Cellular is a publicly 
listed company, having listed on the Bombay Stock Exchange (BSE) and the 
National Stock Exchange (NSE) in March 2007. It is India's leading GSM Mobile 
Services operator. 
Infosys Technologies Ltd: It started in 1981 and defines, designs and delivers 
technology-enabled business solutions. Infosys' service offerings span business and 
technology consulting, application services, systems integration, product 
engineering, custom software development, maintenance, re-engineering, 
independent testing and validation services, IT infrastructure services and business 
process outsourcing. 
LG Electronics India Ltd.: Established in 1997, it is a wholly owned subsidiary of 
LG Electronics, South Korea. LG is the acknowledged trendsetter for the consumer 
durable industry in India with the fastest ever nationwide reach, latest global 
technology and product innovation. It has an impressive portfolio of Consumer 
Electronics, Home Appliances, GSM mobile phones and IT products. 
Loreal India Pvt. Ltd.: It is a wholly owned subsidiary of L'Ordal S.A. 
headquartered in Paris, France. In India, it operates through four divisions namely 
Consumer Products Division like Loreal Paris, Gamier, Maybelline New York; 
Professional Products Division meant for hair salons like L'Oreal Professionnel, 
K^rastase, Matrix; Active Cosmetics Division like Dermo-cosmetics products 
(Vichy); and Luxury Products Division having prestigious brands like Lancome, 
Ralph Lauren, Cacharel. It is the global leader in cosmetics with 5 key expertise in 
hair care, hair color, skin care, make-up and fragrances. 
Mahindra-British Telecom (MBT): It is the telecommunication industry's premier 
partner for providing value-added software and service solutions that substantially 
reduce management and maintenance costs of IT systems. 
Mahindra & Mahindra Ltd.: A major automaker in India. It is the flagship SBU of 
the Mahindra Group. The company was set up in 1945 as Mahindra & Mohammed. 
Later, the name was changed from Mahindra & Mohammed to Mahindra & 
Mahindra in 1948. The company first traded steel with suppliers in England and the 
United States. Real business activity of M&M began by assembling complete knock 
down (CKD) jeeps in 1949. The company expanded to indigenous manufacture of 
Jeep vehicles with a high level of local content under license from Kaiser Jeep and 
later American Motors (AMC). 
Mahindra-Renault: Renault SA, France's second-largest carmaker, formed a 
venture with Mahindra & Mahindra Ltd to make Logan sedans in India, tapping into 
Asia's fourth-largest car market in the year 2005. 
Maruti Udyog Ltd. (MUL) / Maruti Suzuki India Ltd.: MUL was established in 
1981. The company had a joint venture with Suzuki Motor Corporation of Japan in 
1982 and now is famous as a brand 'Maruti-Suzuki'. It was formed to make a 
people's car for middle class India. The company offers various models ranging 
from people's car Maruti 800 to stylish hatchback Swift, DZire, SX4 sedan, Gypsy, 
Versa, Omni, WagonR, Zen, Esteem and luxury Sports Utility vehicle Grand Vitara 
MDH Masaie (Spices): It began in the year 1919 as a modest Spice manufacturer 
and trader. Through these glorious seven and a half decades, MDH has witnessed a 
growth which is both phenomenal and remarkable. MDH has not only pioneered the 
marketing of powdered spices in handy attractive consumer packs, but has also 
established as the leader by his ovm right and trustworthy processor of Pure & High 
quality mixed blended Spices and condiments. 
Nestle India Ltd.: is a subsidiary of Nestld S.A of Switzerland. It formed a 
company in India and set up its first factory in 1961 at Moga, Punjab, followed by 
other factories in other parts of India and till date has seven factories. It offers 
various famous brands in the range of milk products, beverages, prepared dishes, 
chocolates & confectionary, such as Nescafe, Maggi, Milkybar, Milo, Kit Kat, 
Munch, Bar-One, Milkmaid and Nestea, Nestle Milk, Nestle Slim Milk, Nestle 
Fresh 'n' Natural Dahi (Curd) and Nestld Jeera Raita. 
Noida India: It has played a pioneering role in the growth of cellular technology in 
India, starting with the first-ever cellular call a decade ago, made on a Nokia mobile 
phone over a Nokia-deployed network. Nokia started its India operations in 1995 
and the handset business is supported by a team of professionals across 3 business 
groups namely Mobile Phones, Multimedia and Enterprise solutions. 
Pepsi Company: PepsiCo entered India in 1989 and has grown to become one of 
the country's leading food and beverage companies. Its expansive portfolio includes 
iconic refreshment beverages Pepsi, 7 UP, Mirinda and Mountain Dew, in addition 
to low calorie options such as Diet Pepsi, hydrating and nutritional beverages such 
as Aquafina drinking water, isotonic sports drinks - Gatorade, TropicanalOO% fruit 
juices, and juice based drinks - Tropicana Nectars, Tropicana Twister and Slice. 
Local brands - Lehar Evervess Soda, Dukes Lemonade and Mangola add to the 
diverse range of brands. PepsiCo's foods company, Frito-Lay, is the leader in the 
branded salty snack market. It manufactures Lay's Potato Chips, Cheetos extruded 
snacks. Uncle Chipps and traditional snacks under the Kurkure and Lehar brands. 
Raymond Apparel Ltd. (RAL): The Raymond Group was incorporated in 1925 
and within a span of a few years, transformed from being an Indian textile major to a 
global conglomerate. Raymond Ltd. is today the largest integrated manufacturer of 
worsted fabric in the world. The company comprises the textile, engineering and 
aviation division. A 100% subsidiary of Raymond Ltd., RAL ranks amongst India's 
largest and most respected apparel companies. They have the country's most 
prestigious brands like Raymond Finely Crafted Garments, Manzoni, Park Avenue, 
ColorPlus, Parx, Netting Hill and Zapp!. 
Samsung India Electronics Pvt. Ltd.: It is a 100 per cent owned subsidiary of the 
US Samsung Electronics Co. Ltd. (SEC) headquartered in Seoul, Korea. SIEL 
commenced operations in India in 1995. Initially, a player only in the Colour 
Televisions segment, it later diversified into colour monitors (1999) and refrigerators 
(2003). Today, it is recognized as one of the fastest growing brands in the sphere of 
digital technology, and enjoys a sales turnover of over $ US 1 billion in a just a 
decade of operations in India. It has a presence in the Consumer Electronics 
(CE)/Audio Visual (AV) Business, Home Appliances (HA) Business and 
Information Technology (IT) Business. 
Siemens: The Siemens Group in India is a unique player in the field of electrical and 
electronics engineering having a wide presence across the country, where their 
operations include 17 manufacturing plants and an extensive network of Sales and 
Service offices. 
Steel Authority of India Limited (SAIL): It is the leading steel-making company 
in India. It is a fully integrated iron and steel maker, producing both basic and 
special steels for domestic construction, engineering, power, railway, automotive 
and defence industries and for sale in export markets. It traces its origin to the 
formative years of an emerging nation - India. 
Tata-AIG: Tata AIG Life Insurance Company Limited and Tata AIG General 
Insurance Company Limited (collectively Tata AIG') are joint ventures of the Tata 
Group and American International Group, Inc. (AIG). Tata AIG combines the 
strength and integrity of the Tata Group with AIG's international expertise and 
financial strength and became operational in the year 2001. 
Tata-BP Solar: Established in 1989, Tata BP Solar is a Joint Venture between Tata 
Power Company, a pioneer in the power sector and BP Solar one of the largest Solar 
Companies in the world. It uses state-of-the-art technology to offer high quality, 
innovative solar solutions that cater to the needs of individual customers, large 
institutions as well as entire communities. 
Tata Consultancy Services (TCS): Established in 1968 in Mumbai, TCS now has 
over 111,000 IT consultants in over 50 countries. The company is listed on the 
National Stock Exchange and Bombay Stock Exchange in India. It provides IT 
services, business solutions and outsourcing. The company offers consultancy in IT 
and IT-enabled services delivered through its unique Global Network Delivery 
Model. 
Tata Indicom: Tata Teleservices (TTSL) today has India's largest branded telecom 
retail chain and is the first service provider in the country to offer an online channel 
www.i-choose.in to offer postpaid mobile connections in the country. It offers a 
range of products and services like Mobile, Wireless Phones, Fixed Phones, Internet 
& Broadband, Net Telephony, Calling cards. The company offers integrated telecom 
solutions to its customers under the Tata Indicom brand, and uses the latest CDMA 
3G1X technology for its wireless network. 
Tata Motors-Fiat Group: Tata Motors, the country's top automobile firm, and 
Italian firm Fiat Group went into a joint venture in 2006 to produce both Fiat and 
Tata cars and Fiat powertrains for the Indian and overseas markets; Tata Motors 
already distributes and markets Fiat branded cars in India. The joint venture 
manufactures Fiat's premium cars, Grande Punto and Linea, its Multijet diesel 
engine, its Fire gasoline engine and matching transmissions. 
Toyota: As a joint venture between Kirloskar Group of India and Toyota Motor 
Corporation of Japan in 1997, Toyota Kirloskar Motor Private Limited (TKM) plays 
a major role in the development of the automotive industry. It has popular brands as 
Innova, Qualis, etc. 
Voltas: Voltas Ltd. offers engineering solutions for a wide spectrum of industries in 
areas such as heating, ventilation and air conditioning, refrigeration, electro-
mechanical projects, textile machinery, machine tools, mining and construction 
equipment, materials handling, water management, building management systems, 
indoor air quality and chemicals. 
Xerox India: It is the Indian subsidiary of Xerox Corporation, the American printer, 
photocopier, document supplies, technology & services company. Originally Modi 
Xerox, the business was derived from a joint venture formed between ModiCorp 
(now SpiceCorp) and Rank Xerox in September 1983. Other partemships included 
Modi Xerox Software Systems, created in 1995 and Modi Xerox Financial Services. 
